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Welcome new Leilani...heavenly pattern 


lure traffic and sales with these introductory specials ! 


54-pc. Service for 8 in a luxurious $18 Drawer 
Chest of fine solid wood with a tarnish-resis- 
tant lining. All for just $89.75. Retail. 
(Also available without chest, $79.75) 


Buffet server ... a beautiful—and useful —at- 
traction to draw traffic to your new Leilani 
display. Comes in a handsome gift package 
and is specially priced at $1.00 retail. 


Coffee spoons... a lovely gift item and perfect 
“sampler” for Leilani. Set of 4, specially priced 
at $2.00 retail. 

(Display insert FREE with every unit) 


Enticing national advertising befitting this new 
pattern introduces New Leilani in McCall's. 
Redbook, True Story, Seventeen, Reader's 
Digest, Bride’s and Modern Bride... 


Ask your Approved Wholesale Distributor for details. 
1847 ROGERS BROS. enon one 
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diamonds 


complete line Every , 
size—Every shape — Every qual- ss HEART SHAPE 
ity and in any quantity. MAROQUISE 


complete service | 


Same day messenger delivery or . : ’ 
air express shipment on order or : ey Soe 
PEAR SHAPE MARQUISES 
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available to iewelers —- and only tO 


Tawna lon Diamonds of every size 36 
shape and quall an be bought 

h L} Li] {Ul Tila Gre aa re ought at SMALL PEARS 
‘ante lowest prices (oT consigned tO ER ERD 
vou on memorandum. You can or- SMALL 
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at a time — in sorted and graded Ah 
lots, or in melange papers. AAA 


TRIANGLES 


Todays Diamond “Sei insists on selection. Confi- 
dence and price are not enough to sell our better 
informed shoppers. William Levine's Complete Sel- 
ection Service gives every jeweler the advantage of ' 
a Diamond inventory equal to that of even the lar- 
gest chains. This wonderful, and “sale-saving’, ser- 
vice is as near as your phone or mail box! Try it the 
next time you think of Diamonds. 





William levine Company 


Oa and cutters of fine diamonds 


99 FE. \Iapison St... Cuieaco 2. Intinois .. . Phone CENTRAL 6-37 0Q 
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A lot of Christmasses have passed since 
tree ornaments looked like those antique 
wood-cuts on JC-K's cover. Notice how 
Santa Claus and the cherub have 
changed. And are those funny little 
men the Three Wise Men? .. . Yes, 
it's Christmas in August for JC-K. But 
it's a holiday season for the rest of 
the jewelry industry, too. The RJA show- 
ing of Christmas merchandise in New 
York this month (see page 104)—coup- 
led with a jewelry industry campaign to 

De ee convince women to buy their own jew- 

“41960° elry (page 108)—make it look as though 

aap the Golden Sixties’ first Christmas will 
be a banner one for the whole jewelry 
industry. 
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LAST 
CALL! 


Act now! This is your very last opportunity to get 
in on the Wallace Grande Baroque Promotion 


GREATEST 
SIL GPX 
SPEC TACULAR 
IN HISTORY 


Look at all you'll get when you feature this big 
Wallace Grande Baroque Promotion in your store! 


® FREE! listingin Coronet © FREE! listing in House 
ten-page Wallace Grande — Beautiful two-page Grande 
Baroque advertisement. Baroque spread. 


™ FREE! Trip-to-Europe ' FREE! Grande Baroque 
Window Display Contest. Promotion Package. 


| PLUS! 16-page Christmas Catalog...ideal Holiday 
Mailers or Customer Giveaways... l¢ each (imprinted 
l¢ each additional) complete with counter dispenser. 
Don’t miss out! Make certain to get your free store 
listing... be sure to contact your Wallace salesman. 


Come see us in New York at the Jewelry Show, August 
14-18 in the Waldorf Astoria, Louis XVI Suite, 4th Floor. 


One of the Hamilton Family of Quality Products... at Wallingford, Connecticut, since 1835 


VW 
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OUTFITS INCLUDE THESE FINE 
CAMERAS AND PROJECTORS: 


@ K-ac Fully Automatic 
Electric Eye 3-lens Turret. 
{2.0 lenses. Built-in ‘‘A”’ 
and “‘Haze”’ Filters. 


K-26 3-lens Turret with 
Lock-on Exposure Meter. 
f1.8 lenses. Built-in ‘‘A”’ 
‘Filter. 
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€@ K-25 Dial-set 
1.9 lens. Lock-on 
Exposure Meter. 
Optical glass viewfinder. 


K-90 Brilliant 
Tru-flector lamp. 

f1.6 Magnascope Lens. 
One knob controls 
on-off, forward, reverse, 
and fast rewind. 


~~ a ae 


4 K-60 Weighs but 
10 lbs.; stands just 
a foot high. f1.6 
Magnascope Lens. 
Precision focusing 
knob. 300-ft. reel. 


Build these into outfits for big-ticket sales at 
only quarters more a week. 


K-101Z Automatic 
Threading, Zoom 
Lens Projector 
Net: $84.00* 
Retail: $139.95 


K-7 De Luxe 
Focusing Zoom 
Electric Eye Camera 

Net: $107.50* 
Retail: $179.95 
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jeweler’s choice 


for peak profits... 
<> ee), I= 


Complete Home Movie Outfits 








All outfits have everything needed for 
complete home movie taking and showing. 


Keystone’s combination of MERCHANDISE, MARKETING & 
MARGIN is ideal for the Credit Jeweler. Keystone gives top co-op 
advertising allowances, average margins of 40%, and marketing serv- 
ices — from mailing programs to display pieces — that are cus- 
tomized to the jewelry trade! 

And only Keystone gives you a full line of Complete Home Movie 
Outfits .. . geared to your market, designed to let you operate on 
minimum inventory and step-priced to let you capitalize on every 
trade-up opportunity. Check this Keystone line-up for Fall and 
Winter 1960. 

CP-12 10-Piece Outfit, featuring K-25 and K-60. 
Net: $65.90. Special Traffic Builder Price: $99.95 
CP-13 15-Piece Outfit, featuring K-25X and K-60 
Net: $75.90 ... Promotional Price: $119.95 
CP-14 15-Piece Turret Camera Outfit, featuring K-26X and K-60 
Net $96.40 ... Promotional Price: $159.95. 
CP-7 14-Piece Electric Eye Outfit featuring K-4C and K-90 
Net: $119.90... Promotional Price: $199.50. 
CP-94 De Luxe 12-Piece Electric Eye Outfit featuring K-4C 


and K-90 
Net: $141.80... Promotional Price: $229.50. 


rLeYSTONE _ 


Keystone Camera Co., Inc., Boston «+ Chicago 
New York « Dallas « Denver « Glendale « Seattle 
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Setting 

No. 104 
Dozens 

of styles 

in settings. 


Men's wed. ring 
No. 6117 Style No. 8259 No. 47134 
Ladies’ wed. ring Pearl, ladies’ “Hundreds 
70) No. 6116 and men’s stone of shanks” 
Mtg. No. 106/2448 Seamless bands. ey rings. 
Wed. ring No. 45/2449 Lig 
Over a thousand sets. | 


SEE KARLAN & BLEICHER’S 


‘Show | ~e lou! 


AT THE RJA TRADE SHOW IN THE WALDORF ASTORIA HOTEL 
AUGUST 14TH TO 18TH 


Suite No. 867-869 


While K & B and Falcon Stone Ring Products are distributed nationally through wholesalers 
and manufacturers only, we extend this cordial welcome to the trade to avail themselves 
of the opportunity to view the Nation’s largest variety of die-struck bridal sets and 


chata 5 5 I onal es | 
| ' | if 7 
ReLOl are: dd | 


fine items. You will find the experience most interesting, educat 


‘w! Karlan & Bleicher, inc. -em 
Creators, Designers and wer 


Manufacturers of Perfect Ring Findings 
136 WEST 52ND ST., NEW YORK 19, N. Y. a Be 


r " , 
; ~ . 4 ‘a . r 
FFICES 1 PHILADEL His bH te AND | 5 ANGE 


+ 


‘ . * aA AA —— an 
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Phone: JUdson 6-6/700 


Mtg. No. 110/47067 Style No. 9341/2052 
Men's diamond 


Wed. ring No. 48N/47067 
ee. sse. SST Style No. 5413 mountings galore. 


Large assortment of Large assortment 
i Dinner and fancy rings. 
solid shank sets. of pendants. y g 
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On January 3, 1957, when Arthur B. Sinkler, 
president of the Hamilton Watch Company, announced 
the release of the world’s first electric 

watch, he said: “We firmly believe that the 

electric watch is the watch of the future... that it 
will become an increasingly important factor 

in the fine watch field as the years go by.” 


Now that the Hamilton Electric* Watch is in its 
fourth year, we reaffirm our confidence in its future 
and are glad to know that others in the watch 
THE NEW CONCEPT— business share this view. The eventual wide 
acceptance of electric watches is inevitable. The world 
is being conditioned and accustomed to the concept 
of automation. Science has invaded the home 
as well as the factory and provided mechanical 
devices of all types which serve the public efficiently. 
continuously over long periods of time without the 
need of personal care or special attention. 
The electric watch fits perfectly into this picture: 
It is automation in the world of timekeeping, 


CONTINUOUS TIME— 
ELECTRICALLY 





millions of watches now in use and provides a reason 
for your customers and ours to replace old watches 
with new ones... with the watch of tomorrow, today. 


FLA NT / LT OV 


creator of the world’s first electric watch 


providing continuous time, accurate time for a long 
time. As more electric watches are offered to the 
public, so much more quickly will the world 

accept this new and modern concept. 

To the retail jewelers of America, we urge your 
acceptance of the electric watch idea. We encourage 
you to buy and stock electric watches, for at last the 
fine watch industry has provided you with a 

product which accelerates obsolescence of the 


NOTE TO WATCHMAKERS: Keep up-to-date—learn to service and repair 


electric watches. Write for information about Hamilton’s training program. 
Address: Head Watchmaker, Hamilton Watch Company, Lancaster, Penna. 


x Patented 
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WHEN YOU HAVE A STORE OR STOCK 


PRICE ... 
always a 
reliable price, 
usually 

the highest 


TIME... 
equipped (in 
size and 

ex perience ) 

to come, bid, 
buy, and pay 
cash, in the 
quickest possible 
time. 


REPUTATION .. 
ours has been 
built and is 
growing, on 
integrity, 

since 1903, 


the oldest 
and largest 
buyers of 
jewelry stores 
and stocks 

in the 

United States. 


ISN’T IT A MATTER OF DOLLARS AND SENSE? TO CONSULT 


“Cl? Jewelers 


38 Bromfield Street, Boston, Massachusetts « Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET ‘DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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KK Everybody is thrilled by the enchanting beauty of Kreisler’s stunning new line...exquisitely crafted and 
CAS ? y° styled for men and women. Completely adjustable in expansion and non-expansion bands. White or yel- 
low gold, $20 to $85 (plus Fed. tax). Jacques Kreisler Manufacturing Corporation, North Bergen, N.J. 
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Colibri by Kreisler lights your way to more sales with new kre isle fashion concepts in 


table lighters, Grenadier and Pageant—stunningly styled to spark buying desire! Pocket and purse lighters, too, 


faultlessly fashioned for matchless beauty. Available in butane-powered models (with the exclusive Invar valve}, 


and in standard models as well. Jacques Kreisler Manufacturing Corporation, North Bergen, New Jersey. 








AN INVITATION 
FROM BENRUS 


to visit its headquarters (suites 951, 953, , 
957) at the Waldorf-Astoriain New York, ¢ 
August 14th through the ‘ 


18th, during the Annual "% 
Conventionand TradeShow. 


We'll let the cat out of the bag 

and show you our “‘purr-fectly” “Ga 
wonderful display of new watches, 
watch advertising and watch 
promotion plans for Fall 1960. 


enrus is the watch with the 
exclusive Unconditional Three- 
Year Guarantee. Benrus makes 
this guarantee because Benrusf// /*™" 
makes the watch. 


BENRUS—“it’s the cat's MEOW" 
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Three-dimensional 
palladium jewelry — 
designed by ERWIN PEARL, 
winner of many | 

“Diamonds International” 
Awards 


Brilliantiy sculptured pieces that artfully 
combine precious white palladium, 18K 
goid, and sparkling gems. The four 
creations shown here in actual size, are 
remarkabie for their originality and 
workmanship. See them at your jeweler’s ill 
or ask him to order them for you from if 
Erwin Peari, 5 East 47th Street, 4 


see od 


Butterflies in flight inspired these delicate 
patiadium earrings, set with sapphires and 
Giamonds. All palladium or 

patladium and gold. $149.00* Single 
butterfly as a pendant, with chain, $79.00* 


<2 ity y : prem oe Be 
” Precious ring with 29 of the 
~¢ finest full cut diamonds, set 
ey in a palladium panel, com- 
piemented by gracious 18K 
yellow gold bands. Beautiful 
. k as a wedding ring or smart 
* ™ special occasion gift. $390.00* 


Morning Glory pin with layer 
upon layer of tettured 


palladium and 18K yellow : 


gold petals, surrounding 4 
large diarmond. Diamond-set 


palladium stern adds an inspired” 
touch to this distinctive - 
piece. $1185.00" 


 *Fed. Tax included. All designs copyrighted 


PALLADIUM el H: a precious metal of the platinum group — 


Platirum Metals Division //— The International Nickel Company, Inc., 


67 Wall Street, New York 5, N. Y. cere 


HARPER’S BAZAAR, October, 1960 


PROFIT WITH 
ERWIN PEARL 
PALLADIUM 
JEWELRY 


* 3 dimensional designs 
* easy to sel/ 
*k nationally advertised 


Erwin Pearl, winner of several “Dia- 
monds International” Awards, uses 
palladium in many of his high-style 
creations. Four distinctive copy- 
righted pieces will be advertised in 
October HARPER’S BAZAAR (circ. 
391,027). This exclusive jewelry will 
appeal to your customers. Tie in with 
the advertisement and send for a 
supply of reprints for mailing to your 
customers and prospects. 

Jewelry shown in the ad on the left 
is slightly smaller than actual size. 
Order direct from Erwin Pearl, using 
the convenient coupon below. 


Hi ERWIN PEARL « 5 East 47th Street, New York 17, N.Y. 
a Piease send me: 


Petite bell and chain Keystone 
c 9 GU ane cncacceace gaedens ceseeesd 29,50 
( ) with diamond @ 9.50 


y 
4 
t 

eo ae s 
Butterflies in flight 
( ) earrings, pr. @ 3 
( ) single butterfly on chain @ i 
C.F Re es GUE iv kbc cecccccetcescceeseésés. Se 2 
( ) Morning Glory pin @........ PETITE TIT TTT TTT 
( ) Send, FREE, 100 reprints of “More Treasures for Sale” ad 4 
a 
a 
E 
cf 
g 


Name 





Store 





Address 





City Zone State 


(piease print) 





PALLADIUM...a precious metal of the platinum group 


Platinum Metals Division » THE INTERNATIONAL NICKEL COMPANY, INC. 67 Wall Street, New York 5, New York 
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RONSON © 


ANNOUNCES 
EXCITING NEW 


BEAUTY TRIO 


Ronson Gaiety Fas) uam onven 
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NEW RONSON BEAUTY TRIO BRUSH DRIES - COMB DRIES - HOOD DRIES 


Only the Beauty Trio hair dryer lets your customers dry hair three ways 
... With exclusive warm air BRUSH and COMB attachments and adjustable 
HOOD. Special temperature control permits a choice of “‘cool’’, “warm” or 


“oe arr . . 


. dries hair quickly, quietly and safely. In pink or blue, dryer 


comes in attractive case with “‘see through” window — makes an outstanding 


display. Stock new Ronson Beauty Trio for greater unit sales sparked by 


strong national advertising. $26.95.* 


OTHER RONSON PROFIT-MAKERS TO STOCK 





RONSON CFL ELECTRIC SHAVER 
Rated best of all the leading elec- 
tric shavers by the York Re- 
search Laboratory. Just $20.00* 


RONSON ROTO-SHINE Shines 
shoes from start to finish...elec- 
trically. Imported shoeshine box. 
$23.50* Standard pkg. $19.95* 


*suggested retail price 


: 


HOOD ‘'N’ COMB HAIR DRYER 
Popular budget-priced hair dryer 
comes with hood and comb at- 
tachments...priced at just $19.95* 


— AND 


International Standard of Excellence 
RONSON CORP., WOODBRIDGE, N. J. 


SELL! 


LADY RONSON SHAVER Sepa- 
rate shaving actions—one forlegs, 
one for underarms. In rich, vel- 
vet gift case with mirror. $16.50* 
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in order to 
sell watches at 


abnormally 


low prices! 


Isn’t it a fact that most 17-jewel watches retailing at $19.95 require 
the jeweler to sacrifice his regular mark-up? See the next page for 
Croton’s positive program for selling popular-priced watches. 


* 





CRUISER 
Waterproof*, 
shock-resistant, 
anti-magnetic. 
Chrome plated 
top, stainless steel 
back. 17 jls. 
Keystone $24.90T 
Retail 24.95 


CONCERTO 

10 k. rolled gold 

plate (yellow or 

white). Stainless 

steel back. 17 jls. 

Keystone $24.90T 
Retail 24.95 


CATALINA 

For ladies. Same 

features as above. 

17 jis. 

Keystone $24.907 
Retail 24.95 


ALWAYS TRADE UP. 


(where watch merchandising 


FUTURA 

For ladies. Water- 
proof*, shock-re- 
sistant, anti-mag- 
netic. All stainless 
steel case. 17 jls. 
Keystone $29.9077 

Retail 29.95 


MARIA 

10 k. rolled gold 

plate (yellow or 

white). Stainless 

steel back. 17 jls. 

Keystone $29.007 
Retail 29.95 


SPORTSMAN 
Waterproof’, 
shock-resistant, 
anti-magnetic. 
Chrome plated 
top, stainless steel 
back. 17 jls. 
Keystone $27.007 
Retail 29.95 
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24% AND UP.. 


makes sense...and profits, too!) 


GOLDEN LADY 
Shock-resistant. 
10 k. rolled gold 
plate (yellow or 
white). Stainless 
steel back. 17 jls. 
Keystone $34.90 
Retail 39.95 


AQUAMATIC 

Self-winding, 
waterproof’, 
shock- resistant, 
anti-magnetic. 
Chrome plated 
top, stainless steel 
back. 17 jls. 

Keystone $35.0077 

Retail 39.95 


i KAY 


= For ladies. Same 


“When case, crown and crystal are intact. 


features as above. 
17 jis. 


Keystone $33.90 
Retail 39.95 


Here’s your best selection of watches 
starting at $24.95 retail, where they must 
start for honest 17-jewel quality if your 
profit margin is to be protected. 








ORDER THESE WATCHES QUICKLY! 
(they sell out just as fast!) 


CROTON Watch Co., Inc. 
404 Park Avenue South, New York 16, N. Y. 


Please send the following 10 or more watches: 

















tKeystone price, for 10 or more watches. 
tiSpecial Keystone, for 5 or more watches. 


All watches beautifully boxed—no extra charge. 








FINE WATCHES SINCE 1878 


CROTON WATCH CoO., INC., 404 Park Avenue South, New York 16, N. Y. 


Los ANGELES Orrice: Croton WatcHes, 448 South Hill Stree 
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JACKIE GLEASON 
oPEIDEL 


CORPORATION 
70 Ship Street, Providence, Rhode Island 


IN ADDITION TO ITS 
SPONSORSHIP. OF 

“THE PRICE IS RIGHT” 
Spoidel PROUDLY 
ANNOUNCES EXCLUSIVE 
SPONSORSHIP. OF 

THE JACKIE GLEASON 
SPECTACULAR 

SUNDAY, OCTOBER 9TH 
ENTIRE CBS NETWORK 
9 TO 10 PM EDT 
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WHAT IS AMERICAN 
ISRAELI DIAMONDS, INC.? 


INTRODUCING 
3 @ it is the Ameri Divisi f | I's | t 
Be @) T KH Ee . jcccnae ot sail ar pgRe: niall saab 

elt Teslelalet-e 
AMERICAN 

é @ Its Tel Aviv headquarters account for approxi- 
D lA ivi @) N D FR mately 24% of Israel’s total imports of rough. 
@ Its sales and the total exports of polished 
IN D U STRY diamonds of its’ other five branches exceed 


$30,000,000 per year. 


| HERE'S HOW AMERICAN 
ISRAEL! DIAMONDS 
REDUCES YOUR DIAMOND 
- COSTS...INCREASES YOUR 
DIAMOND PROFITS! 


@ its prices are better than competitive, based 
on factory prices. 
@ it has on hand a tremendous stock of full- 


cuts . .. from two points to one-half carat. . . 
to fill your most exacting requirements. 


@ it eliminates the “original parcel’ buying 
method. | 


®@ it permits you to buy the specific qualities, 
colors, sizes and quantities you need. 


@ it reduces costly inventory by stocking your 
ROONEY TREE FO gee ROTOR YOR 
a i asorts your exact quality once established 


@ It assures ; Granned.gta dolheacs al Eoeeilaatey | 
weg: seach erent dae, wipe sncnie: iad 
time you order. : 


© 1 extends credit terms to fit your individual 
| payee: of seeps 


eS e% as . 
2 ee ae 5 Ue ‘ ie Men 
5 RRS ata. SACO tne ELE Da 


nm and discuss your individual requirements with us— or, tf you prefer,’ call or 


AMERICAN ISRAELI DIAMONDS, INC., 609 Fifth Avenue, New York 17, New York 


NEW YORK °. TEL AVIV ° ANTWERP ° LONDON ° ZURICH ° MONTREAL 
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4 ALARMING NEW DE 


Stock Sessions Alarms and really ring those bells! There’s the LOVE-ALARM® 
(with under-pillow buzzer), the most famous new clock in the world... 
wakes one person at a time! MOONGLOW is really a two-in-one clock...tells 
time and serves as a night-light without tubes, bulbs or radium coatings! 
DOZE-ALARM rings once.. . quiets at a tap...rings again ten minutes 
later! And the new MAJOR, an unusually lovely desk clock in mahogany, 
blond or walnut finish! All four are priced to please your customers and 
designed to keep your till filled. See them, with the entire Sessions line, at 
the 1960 Jewelry Show, Waldorf-Astoria, New York, Booths E15-16-17. Or 


just write The SESSIONS Clock Co., Dept. JK-1, Forestville, Conn. 
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EL DORADO—=-550 
Yellow gold filled; brown 
black lizard 

eka e eli 

$4.50 Keystone 


Stainless steel; bi 
inserts. Adjustabl« 


$2.80 Keystone 


PROFIT 
BY 
THEIR 








PREFERENCE | 


FOR 


ton 


WATCHBANDS 


SPARKLE PLENTY—-5701 
oh dsl anal cacti] cd am dalelelitisamila 
ished hand set rhine 
stones: rem »vable links 


$8.50 Keystone 
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Feo. gives your customers everything 
they want... guaranteed quality and 
striking fashion at a budget price. And 
Eton assures YOU time-and-money- 
saving service: prompt delivery from 
stock, a full year’s unconditional guar- 


antee, and a profitable mark-up. | 


“Rarely a repair—never a repair charge” . 


Write for catalog and price list 
on Eton’s preferred line of: 


e WATCHBANDS —Gold filled and stainless steel 


e IDENTS —Golid filled, sterling silver, and 


stainless steel] 


e NECK CHAINS—14K gold, gold filled, and ster- 
ling silver 


Exhibit Space No, 3 
Main Ballroom 
Waldorf-Astoria 

Aug. 14, 15, 16, 17, 18 

R.J.A. 55th Annual 

Convention and Trade Show 


ETON JEWELRY MFG. CORP. 


125 West 45th St., New York 36, N.Y. 
Circle 5-7075 





THE MAN FROM TRIFAR 


i 


He’s a practical business man. He knows his success hinges on yours. On 
how big a slice he can help vou cut from the enormous volume and turnover 
fashion jewelry enjoys today. And he knows Trifari’s fashion leadership 
and quality costume jewelry are as important to you as to him. They mean 
getting your share of this extra business more easily, with better net profits. 


He’s a jewelry merchandising specialist. His customers are merchants like 
you. His experience helps vou set up and control your basic stocks. ( Trifari 
makes it easier with pre-ticketing.) He'll show you how the complete-line 
catalog and preferential treatment for special orders can work for you. 
And you can be certain, he won't oversell. 


He's a firm believer in advertising and promotion, knows the pre-selling 
potency of Trifari full color advertising in LIFE, THE NEW YORKER, 
VOGUE, HARPER'S BAZAAR, GLAMOUR and MADEMOISELLE. 


Knows it will attract more fashion-minded customers to your store! 


Remember, you can always rely on the man from Trifari! 


a we 


why Such G 
IRIFARI 
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RUSH ’ROUND 
AND ROUND 


Head straight for... 


Suite 993-994-995 


New York RJA Convention 
Waldorf Astoria Hotel 
New York City 

August 14-18, 1960 


... you'll discover the most complete selec- 
tion of the finest diamond rings, Add-a-link 
watch attachments and Chaindear pend- 
ants available anywhere! Every piece is 
styled and manufactured under one roof 
to-assure the quality and leadership in 
design that has made Kaspar & Esh famous 
for outstanding values . . . worthy of your 


most discerning customers. 


Merchandising Aids, 
Displays and Mats 
Are Available 
Without Charge 


KASPAR & ESH, INC. 


Manufacturing Jewelers * Diamond Importers Since 1916 | 
126 West 46th Street, New York 36, N.Y. * Antwerp 62 Rue de Pelican 


SOA tS A aN tee 
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As near to absolute accuracy. . 








g/ 


Pie ce ge 
Me: 
Bee” 


. f 5. sla Sas 
oe Pe sa 
3 





A fine jeweler thoroughly enjoys selling the “Chronometer” by Croton Nivada Grenchen. 
Because he knows it is a precision instrument, not just another wrist watch. Any watch 
bearing the designation “Chronometer” has earned this reward by passing the most crucial 
of tests at the Swiss Observatory...tests to measure accuracy within seconds per month 
and durability under extremes in temperature. Only after 360 successful hours of such 
testing does any watch qualify. For your customers who insist on watch performance to 
the highest degree, we suggest the Croton Nivada Grenchen “Chronometer”. 


CGiwROWO MS Wain by 


CROTON 





....as any watch can be made 


17 jewels. 18k gold case and dial markers. Self-winding, waterproof*, shock- 
resistant. Date indicator changes automatically every midnight. $250 


Also available with stainless steel case, 18k gold dial markers. $120 


*When case, crown and crystal are intact. 


The vaunted “Certificate de Marche des Montres” 
is the official numbered certification that ac- 
companies every Chronometer. Only 100 out of 
every 42,000 watches is close enough to absolute 
perfection to obtain this award. 


CROTON Watch Co., Inc., 404 Park Avenue South, New York 16 


Los ANGELES Orrice: Croton Watcues, 448 South Hill Street 





PLU TED 
EAR WIRES 
2I'TYLCW BY 
BALLOU... 


for 
fine-quality 


earrings 


Thumb piece is sol- 
dered for long, trouble- 
free life. Available in 
14 kt. white and yellow 
gold. 


104F 126F 118F 








THE 
mone bor Uaerek, 
OF 

ep ezeze 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 


B. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. ! 


i sellin as a ~ . a 
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Ten fine diamonds in rec 
tangular settings flanked 
by; magnificent contrast 
ing satin finish. Tapered 
gleaming shank. Bright 
stepped edges. In 14K 
efo}lemmelainy 

Keystone $132 per set 


Six fine diamonds in diag- 
onal bar, exquisite hand 
carved Florentine finish 
center. Tapered gleaming 
shank. Bright polished 
edges. 14K all white or all 
yellow gold. 

Keystone $1 15 per set 
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CONCEPTS 
IN DESIGN! 


¢ 


Stock them... 
Show them... 




















You'll sell them! 
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WEDDING RING SETS 








Your customers will see 


4 


hand carved Bare! Bridal Matched Weddi: 


difference they'll make in your sales and profit pi 


Styling, yet so modest in price VZe]0i au biale)-1-he-leli- 
fast turnover and store prestige 


Barel Bridals are available in a large selection including the ultra-sm 
and Florentine finishes proven 

The Barel signature ) appears intl 

carved original 

Here are four of our latest distinctive creations destined 
Our salesman will be pleased to show you our complete se 


Controlled distribution—sold by the manufacturer directly to the retailer. Free’ mats available upon request 


DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |. N.Y 
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Ue Believe 


American products made by American workers — your customers. 


selling through legitimate channels only. 


giving true value to the consumer — never in fictitious up-pricing. 


sound profits for retailers, wholesale distributors, manufacturers. 


offering the finest merchandise in traditional jewelers’ quality. 


the advantages of service and stock in all market areas by 
franchised distributors. 


these 68 authorized Anson distributors who sell to 
retail jewelers only: 


ALABAMA 
Paul's, inc., Montgomery 


ARIZONA 
E. W. Reynolds Co., Phoenix 


CALIFORNIA 

The Ball Co. of California, Los Angeles 

Friedman Gessiler Co., Los Angeles 

Sam Haffner, Inc., Los Angeles 

Simon Green Co., Los Angeles 

Philip Woiman Co., Los Angeles 

Breit-Boragno, Inc., San Francisco 

Morgan & Allen Co., San Francisco 

COLORADO 

A. C. Becken Co., Denver 

Albert F. Long Co., Denver 

DISTRICT OF COLUMBIA 

Advance Wholesale Jewelry Co., 
Washington 

FLORIDA 

Streiff Jeweiry Co., Miami 

Dunn & Ewbank Inc., Tampa 

GEORGIA 

Ewing Brothers, Atlanta 

Sommers & Sommers, Atlanta 

ILLINOIS 


The Bali Co., Chicago 

A. C. Becken Co., Chicago 
Stein & Elibogen Co., Chicago 
A. C. Becken Jr., Chicago 
Lossau & Kramer, Chicago 
INDIANA 


Baldwin-Miller Co., Indianapolis 
KENTUCKY 
Erwin Neuman tInc., Lexington 


LOUISIANA 
J. C. Wilfert Co., Crowley 


MARYLAND 
M. Kohner, Inc., Baltimore 


MICHIGAN 


Stein & Elibogen Co., Detroit 
The Gorenflo Co., Detroit 


MINNESOTA 


The Ball Co., Minneapolis 
C. E. Roal Co., Minneapolis 
S. H. Clausin & Co., Minneapolis 


MISSOURI 


Eisenstadt Manufacturing Co., St. Louis 

J.J. Burke Co., St. Louis 

Wm. P. Mahne Silver Co., St. Louis 

Woodstock-Hoefer Watch & Jeweiry Co., 
Kansas City 


NEBRASKA 
T. J. Safford Co., Lincoin 


NEW ENGLAND AREA* 


|. Alberts’ Sons, Inc., Boston, Mass. 
G. F. Crook Co., Providence, R. |. 
J.A. Silver Co., New Haven, Conn. 


GREATER NEW YORK AREA** 
Berwin Jewelry Co. Inc., New York 


NEW YORK STATE 


H. Polner Inc., Buffalo 

A. Winkelstein Inc., Elmira 

Hyman M. Cohen, Rochester 

M. Levitz & Co., Albany 

Lucas Wholesale Jewelers, Inc., 
Syracuse 


NORTH CAROLINA 


The Ball Co., Charlotte 
S & R Distributors, Inc., Charlotte 


OHIO 


A. C. Becken Co., Cincinnati 

A. G. Schwab & Sons Inc., Cincinnati 
Markowitz & Friedman Inc., Cleveland 
Joseph Sculler & Co., Columbus 
Heyne & Groves, Inc., Toledo 


68 ANSON DISTRIBUTORS WHO SELL TO 


OREGON 
Butterfield Brothers, Portland 


PENNSYLVANIA 

Brown & Son Inc., Philadelphia 

J. B. Bechtel & Co. Inc., Philadelphia 
J. L. Tessier, Philadelphia 

Edward Tinkleman, Inc., Philadelphia 
Biggard & Co. Inc., Pittsburgh 

J. B. Bernstein Co., Pittsburgh 

G. Phillips Co., Scranton 


TENNESSEE 


Sandown & Kendall, Memphis 
S. Fargotstein & Sons, Memphis 
A. C. Becken Co., Nashville 

C. B. Peterson Co., Nashville 


TEXAS 


Lyles DeGrazier Co., Dallas 

Herbert Stehberg Inc., Dallas 
Higginbotham Jewelry Co., Inc., Dallas 
Wm. R. Katz Co., Dallas : 
B. M. Hammond Co. Inc., San Antonio 


UTAH 

Philip & Co., Salt Lake City 

S.H. Clausin & Co., Sait Lake City 
VIRGINIA 

Richmond Jirs. Sup. Co. Inc., Richmond 


WASHINGTON 


Simon Golub & Sons, Seattle 
Irving Gelb, Spokane 

S. H. Clausin & Co., Spokane 
Simon Golub & Sons, Spokane 


WISCONSIN 
M. Weingrod Co., Milwaukee 


HAWAII 
Ettingers Wholesale Jewelers, Honolulu 
*Distribution in area through listed dis- 
tributors only. 


** Also Sole Franchised Distributor, State 
of New Jersey South to Trenton. 


RETAIL JEWELERS ONLY 








FOR THE COMING SELLING SEASON breson OFFERS 


A 

FINE 
LIGHT AND 
MOTION 
DISPLAY... 








FREE WITH 18 PIECES IN STERLING AND GOLD-FILLED TO RETAIL FROM $10 TO $17.50 
ASSORTMENT 2061-—“PRECIOUS METALS COLLECTION” Cost $115-Total Retail $230 


Motion Display also free with each of the 2 assortments below: 
ASSORTMENT 2161 — 25 pieces in sterling to retail from $5to$15 Cost $127.50 — Total Retail $255 


ASSORTMENT 2261 
— 48 pieces in gold and rhodium plate to retail from $3.95 to $15 Cost $135.20 — Total Retail $270.40 


(some with precious stones) 


ORDER YOUR ANSON ASSORTMENT FROM YOUR ANSON DISTRIBUTOR TODAY 


a. 
Anson Incorporated, 24 Baker Street, Providence 5, R. I. In Canada: Anson Canada Ltd., Toronto 





WHY GAMBLE WITH YOUR CUSTOMERS? 
PLAY IT SAFE WITH “WATERPROOF” WATCH REPAIRS! 


Now ... take no chances with customers and with your reputation. Take no chances of ruining a watch 
that turns out not to be waterproof. The new Bulova Waterless Waterproof Tester is the easiest . . . fastest 
... smallest... safest waterproof testing device you can buy. 


NEW WATERLESS WATERPROOF TESTER == 
SAFEST WAY TO TEST ANY “WATERPROOF” WATCH 





1. Coat surface with special Bulova 2. Replace Pyrex dome. Push down on 3. Check watch surface. Detectaire Fluid 
Detectaire Fluid. Then simply lift Pyrex dome with one hand. With other, push on will bubble and pinpoint the trouble, if 
dome and place watch on rubber pad. handle to create vacuum in glass. watch is not 100% waterproof. 








EXCLUSIVELY FROM BULOVA ONLY ‘1995 


Order today through your jobber or write, giving jobber’s name. BULOVA WATCH CO., INC., Material Sales Division, Bulova Park, Flushing 70, N. Y. 


oa 
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Sere ee. 


All imports ore shipped: 
F.O.B. Geo. Zoltan Lefton Co 
Chicago Weorehovse or 
F.0.8. Lefton-Pacific inc., 


Los Angeles Warehouse 


GEO. ZOLTAN LEFTON CO., Imports 


GENERAL OFFICE & WAREHOUSE 
3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS 
CHICAGO SHOWROOM: 1555 MERCHANDISE MART 





Wesesareveseen 


Ocean ee 
: 
; 


Rest ie 720 


"Jam Jor, w/S 


For 11 Western Stites 
LEFTON-PACIFIC INC. 
527 W. 7TH ST ’€ET 
LOS ANGELES, CALIF. 
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RUNNING A SUCCESSF 
SALE IS AN ART 








By Manny Silverman 
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POPULAR PRICE 


FULL MARKUP 


NO MINIMUM* 
NO DIE CHARGE 
NO CONTRACT 


me TOP QUALITY 
Be PLUMP WEIGHT 
FINE SYNTHETIC STONE 


YOUR COST 
GIRL BOY JUMBO 


STERLING | 3.75 | 4.00 | 4.25 
10 K 43.00 | 15.00 | 17.00 
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EXCLUSIVELY FOR RETAIL JEWELERS | 


"EXCEPT 12 PIECES FIRST ORDER 


123 STEWART STREET 
PROVIDENCE 3. Rl.. 














KINNEY COMPANY 





MORE SERVICE 


SERVICE is a magical word. If you can 
provide it, it makes customers out of 
prospects, repeaters out of casuals... 


and extra profits for you! 


Establish your reputation as a retail 
jeweler who can satisfy customer’s needs 
promptly; including those unusual re- 
quests. Your use of the data, at your 
fingertips in the Jewelers’ Directory 


Issue, can contribute towards that end. 


FOR EXAMPLE— 


Looking for suppliers of antique jewelry? See page 
111 

Want to identify a silverplated flatware pattern? 
See page 49 

Want the phone number of a wholesaler? See 
page 563 

Looking for an authoritative book on gemology? 
See page 32 

Searching for a store designer See page 410 
Want to determine if a specific supplier sells direct 
to the retailer? See page 521 

Customers requesting a religious ring? See page 256 


Inquiries of the above type are easily answered when you use the Jewelers’ Directory Issue. 


It’s bound to serve you well. Reach for it when you have a need. 





They're New... 





Newest addition to International’s stainless 
steel flatware lines is “Americana.” Basic ser- 
vice for 6, $29.95 retail. 50-piece service for 
8, $59.95 retail. 


Young girl with saucy pony tail is the 
carved figure on this cameo pendant. Cameo 
is mounted on mother-of-pearl and encircled 
with a small twisted gold band. Earrings to 
match are available. From Barrasso & Blasi, 
Inc., 31-33 Governor St., Newark 2, N. J. 


oe ae ne eS 


| Here’s a smart — 
. -_ . . . ~ ee . »*? 
Bracelet watch in the new : Golden Ripple and lovely ee 
series features overlayed circle design in 
bracelet. All five 17-jewel watches in the series 
are shock resistant and come in white or yel- 
rg : *, $49.95 $59.95 retail. Fr 
low gold color b4 > to $5 ; retail From cal CHURCH & 
Croton Watch Co., 404 Park Ave. S., New COMPANY man- 


York. ner. Cultured 

pearls form the , 

petals of the del- 3147 — the ring 
icate flower motif, 

with genuine sap- 10008 — the earrings 
phires: at the cen- a rooch 
ter. In 14K yellow goss ee dx 

gold. 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 





Luxury-priced cigarette lighters in 14K 
gold have no wicks or cotton; patented fea- 
tures make filling necessary only twice a 
year. From $150 Keystone. Charles Gold & 
Co., 36 W. 47th St., New York. 
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How well 


do you know 


wedding ring 


cases? 


Match your judgment against that of Mrs. Betty Mulligan, 
Frank Clark, Jewelers, Wilkes-Barre, Pennsylvania. She won our 
March Contest by putting all six cases in their exact order of 
1959 total sales... as shown on the next page. 


6X — SATIN PILLOW. Pearl plastic with a satin 8X — SEA SHELL. A white pearl plastic case with a 
sheen. Dainty silk tassel adds to the pillow illu- debossed floral design on inside edges, forming a 
sion. Soft satin lining with white ribbon loop miniature picture frame for the ring. White 
makes a perfect setting for even the most expen- rayon satin lining. 

Sive ring. 





2X — FOLDER. Compact, in- 
expensive in white leather- 
ette. Gold floral cover de- 
sign and snap fastener give 
this four-flap folder a lux- 
ury look. Velveteen pad 
and snug-ribbon loop pro- 
vide protection. 
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10X — FILIGREE HEART. A masterpiece of 
plastic craftsmanship. One of the most in- 
tricate designs ever molded. Heart-shaped 


%, 


2 


3X — BOOK BOX. High 
style, low cost. White 
pebbled paper cover has a 
gold panel embossed with 
wedding bells. Base is cov- 
ered with gold paper and 
lined in velvet with ribbon 
loop. 


satin inlay pad with ribbon loop enhances 
the beauty of this opaque white case. 


TEST YOURSELF 


|| 2X LEATHERETTE FOLDER 
_| 3X BOOK BOX 
_| 6x SATIN PILLOW 
|| 8X SEA SHELL 
| 10X FILIGREE HEART 
_| 11X BEAD BOX 





REGARDLESS OF THEIR TOTAL SALES, 
all Dennison Ring Cases are big winners. 
If you’re not using them to win goodwill 
for your store, you could be a big loser. 
Why run the risk? Enter an order today! 


11X — BEAD TOP BOX. The beaded beauty 
of the top of this shimmering white pearl 
plastic case makes it a popular choice. 
White rayon pad and ribbon loop hold ring 
securely in place. 


Dennison 


Helping you compete more effectively 


THE WINNING ORDER 


xOd@ dOl GV3qg XII*** 
TTAHS V4aS x8*** 
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To restore the profitable quality pen business to the Jewelers of America... 
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The finest quality— 7 writing pens ever— 


Waterman 


proudly presents 
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Wail anes @ncio) mol tell ha = 
Priced from $13.75 to 
$30.00 F.T. Tf. aon 
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| ~ means business...more business for YOU! 
Co | 





“We get newcomers in town through 
the Yellow Pages-have for 25 years!” 


Devegers 8 pecam tees 
Seecaphere ie fone Wack hope <y 


says C. E. Cave, Gen. Mer., Cave’s Jewelers, Little Rock, Ark. Display ad (shown 


reduced) runs under 
JEWELERS — RETAIL. 
Call the Yellow Pages 
man at your Bell tele- 
phone office, and plan 
your program. 











f 


«A 


“We've found that newcomers in town just naturally “We started business during the 1930s — and we've 
turn to the Yellow Pages when they want a jeweler.” been advertising in the Yellow Pages ever since.” 


findistet || j= 1 he directory has helped keep us on “You know, I use the Yellow Pages myself to find 
Peges || the upswing in the past five years.” many things for my home! And it’s really useful!” 
webs sat | 


Display this emblem. It builds your business! 


JEWELERS’ CIR 





ow! 


FOR THE 
FIRST TIME— 

A PRESTIGE RING DISPLAYER 
AT A BUDGET PRICE! 


haud teoled and custom crated 


ANGLES TO ANY STEP 

IN YOUR WINDOW-— 
DISPLAYS IN 

3 DIFFERENT POSITIONS 





buuby a prestige presentation for rings — 
singles or doubles. Also serves as an attractive 
gift box your customers will appreciate. Comes in 
lustrous black or white plastic with gold tooled 
decoration. Lined in blue, peacock, coral, 

red, champagne, black or white fine velvet pads. 
Style +1037... 3 dozen minimum 

Gross or More... Write for Quantity Prices 


CE 


DESIGNERS 

MANUFACTURERS 
WRITE FOR CATALOG +6 

THE ALSTEN COMPANY 
71 Jefferson Avenue, Jersey City 6, N. J. 


They’re New ... 


Twenty-inch decorative wall clock has an 
eight-inch gilt dial with brass finished rays. 
$36 Keystone in 8-day model (1299) or $40.80 
Keystone in battery electric (1299B). From 
Heco, 102 Fifth Ave., New York. 


Salute Thos Vt 

New series of “Circle of Brilliance” dia- 
mond ring settings use small diamonds under 
center stone to make latter look larger and 
more brilliant. From Feature Ring Co., Inc., 
130 W. 46th St., New York. 


“Leilani’—inspired by the tropics—is new 
silverware design from 1847 Rogers Bros. 
Handles of each piece are designed to curve 
around a simple, deep blossom toward dinner 
plate for table-top symmetry. Service for 
eight, a total of 54 pieces, with wooden 
drawer chest, retails at $89.75. 


Unadorned case and face highlight men’s 
watch (1329) from new collection of Racine 
Royale Watches. $105.50 retail. From Jules 
Racine & Co., Inc., 20 W. 47th St., New York. 
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New Zippo merchandiser turns sales fast 





DISPLAY ZIPPOS 
TO SELL ZIPPOS 


A new, permanent-type display of 

wood and glass for greater year-round 

Zippo sales and profits. Ten of Zippo’s 

fastest moving regular and new Slim- 

Lighters displayed against rich suede 

backgrounds. 

* prepacked...ready for sales 

* compact...defies pilferage...gives 
full display 

¢ finger-tip swivel feature 

¢ attracts impulse buying 








ZM-3330 


5 No. 200 Regular Brush Finish Chrome @ $3.50 

1 No. 250 Regular High Polish Chrome 

1 No. 350 Regular High Polish Engine Turned 

2 No. 1610 Slim-Lighter High Polish Chrome @ $4.75 
| No. 1615 Slim-Lighter High Polish Ribbon 

1 No. 1620 Slim-Lighter High Polish Crisscross 

1 No. 1625 Slim-Lighter High Polish Diagonal 

1 Zippo ZM-3330 Display 


Your Selling Price per Assortment 
Your Cost per Assortment 


YOUR PROFIT 


al ZN d ® MANUFACTURING CO., BRADFORD, PA., AND CANADA LTD., NIAGARA FALLS, ONTARIO 
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To Retailers of Jewelry, Watches and Accessories... 


Thousands are learning — 
thousands will earn the privilege 
of wearing 


The Gold Filled 





‘Nugget of 
Knowledge 


Enroll in this FREE Correspondence 
Course for all Sales Personnel TODA Y 


WY 











Who can enroll? Any retailer of jewelry may enroll 
sales and administrative personnel. 


What is provided? A complete course, all the 
necessary texts, optional films for instruction 
and quizzes. 


How long will it take? The entire course can be 


completed in a few hours of home study. 
What does the course cover? What Gold Filled is 
... how it is made... how to explain Gold Filled to 


customers ... how to trade to Gold Filled Quality ... 


how to co-ordinate current fashion and accessory AWARDS for everyone 


sales . . . plus hypothetical selling situations. 
who successfully 


What do you gain? Increased proficiency of even 
your best sales personnel and greater profits through 


increased knowledge of Gold Filled products. The Gold Filled 
‘Nuggets of Knowledge’ 


completes the course. 


9 
How to register. Just fill in and mail the coupon 
below — plus your typewritten list of regis- tie tack or 

trants. Your only obligation is to complete Pendant-on-chain. 
the course. 


Registrations will be acknowledged immediately. 








; 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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GOLD FILLED MANUFACTURERS ASSOCIATION 


BATES BUILDING, ATTLEBORO, MASS, 


that the Association will provide all material free. 


FIRM NAME 

FIRM ADDRESS 

NUMBER OF SALES PEOPLI 
SIGNATURE AND TITLE 


A list of personnel for individual enrollment is enclosed. 
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They’re New ... 


See 

Our 

Display 

At 

R. J. A. 

New York 

Trade Show 

Aug. 14-18 

Booth E26 , : | | 
Waldorf Astoria | |] | & staat Ce & endaad e fie Laie Pe 
, card pin of 18K yellow gold and platinum. 


$1500 Keystone. From Lucien Piccard Watch 


6012CA/23 
41” Corp., 550 Fifth Ave., New York. 


$98.00 


Single diamond is given cluster-effect with- 


out extra gems in this “princess” ring from 
Goldstein-Gerson Co., 130 W. 46th St., New 
York. 


SCORE 
WITH EVERY WINNER 


“Rosemary” is the newest in series Mido 
calls the “smallest waterproof self-winding 
watches with sweep second hand.” Available 
with either black or white dial. $92.50 FTI 
in stainless steel. Mido Watch Co. of Amer- 
ica, Inc., 580 Fifth Ave., New York. 


Available in 3 sizes Available in & sizes Available in 3 sizes 
GO06BA/3 181” $22.00 14-13CF/3 11%” $ = 6099A/3 1442” $9.90 
4 


0068 1915” 15-14CF/3 12” Lf 
—_ : 92" 2.30 ISCE/3 1ase”  twsp  80088/3 15%” 10.88 
20¥2” = 23.00 35-16CF/3 14Y2” 13.49  8099C/3 16¥2” 10.58 


45-17CF/2 19” 18.50 
55-18CF/2 21” 28.00 


Write for Free 08 page Catalog listing 
W orld’s largest selection of trophies and 
practical awards. 


ARLEN TROPHY 


» INC 


Gift jewelry for groom or groomsmen in 
sterling silver “Wedding Party” assortment 
includes cufflinks, tie bars, key chains, and 
money clips. Gift boxes are included. Items 
retail for $3.50 to $5 each. Foster Metal 
Products, Attleboro, Mass. 


RLM 


68 Brook Ave. North Plainfield, New Jersey 
N. J. Tel. PL 7-4500....N. Y. Tel. MA 5-4630 
YAMMMM MEN MEM MM MMMM MMMM MMMM MMM MMMM 
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PROGRESS 


Manufacturers in the Gold 
Filled industry /ook to 
General Plate 

for technical advances. 

al £141: 11h AB ML 
improvement has originated 
| here at G. P. 
Being first is no 
coincidence. 

it resu/ts from G. P.’s 
unequaled facilities, 
personnel and equipment. 
For examp/e, 

nickel interliners, 

fine-grain golds, 

cobalt gold alloys, 

mirror finish, 

close to/erances, 

air conditioning and 
dust-proofing of finishing areas 


were a// G. P. firsts! 


Genera/ Plate customers benefit 
from this leadership 

in research and engineering. 
[t's an extra you get 

when you buy Gold Filled Stock 
from the leader. 


> TEXAS INSTRUMENTS 


Inc 
Ur INCORPORATED 
Xe METALS & CONTROLS DIVISION 


34 FOREST STREET e ATTLEBORO, MASS U.S.A 


GENERAL PLATE PRODUCTS 
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BOOK more Sales 


ALBUM 


USE IT AS A DISPLAY PIECE .. .An attractive book 
on your counter opens to show the complete range of famous 
Bellavance expansion watch bands. 

USE IT TO SELL MORE WATCH BANDS... 
Bellavance expansion watch bands displayed in this album 
attract attention — and sales. Gives the customer a wide 
selection at a moderate price. 

USE IT FOR STOCK CONTROL... Ata glance you 
can see which bands move more rapidly — you can always 
keep a fully-stocked display of the most popular bands on 
hand. 

TO HELP YOU INCREASE YOUR SALES... .This 
famous Bellavance Album has just been revised for the 1960 
season. Comes in attractive simulated leather and opens to 
display 48 fast-selling expansion watch bands, men's and 
ladies’, both gold filled and stainless. 

ALL BELLAVANCE BANDS carry the immediate serv- 
ice guarantee that has made the name Bellavance famous 
throughout the jewelry industry. 

Ask your wholesaler to show you the Bellavance Album 
and the entire range of styles. 


Quality... 
and Dependability 
with Service 


OF ATTLEBORO 


BELLAVANCE, IN C., Attleboro, Mass. 


| They’re New ... 


| 
| 








“Individual” watch has owner’s initials at- 
tached to face. Watch is designed for quick 
attachment of initials. It comes in six water- 
proof models with regular, self-winding or 
self-winding calendar movements. From 
$69.50 FTI. Doxa Watch Co., 665 Fifth Ave., 
New York. 


Contrast in this necklace is from strand of 
black cultured baroque pearls outlined with 
strand of white cultured baroque pearls. It 
has a diamond clasp. $150 Keystone. From 
Honora Jewelry Co., 42 W. 48th St., New 
York. 


Authentic pocket watch design goes into 
these “Golden Heritage Twins” which couple 
an electric or manual wall clock with a ther- 
mometer. Chain is 18 inches long. $12.50 
retail for electric or $15 retail for 8-day wind 
clock. From Spartus Corp., 2110 W. Walnut 
St., Chicago. 
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Dainty | : - Waterproof* 
Yellow Top, Dress Style _ ~ ff Dress Style 


© Stainless Steel Back % Yellow Top REE , Chrome Top, 
: 7 Stainless Steel Back Z Lp Stainless Steel Back 
at \ 


‘es AE. 


All anti-magnetic . . . with unbreakable mainsprings 





This Fall will herald the introduction of the new Achievement Series . ..a group of 
low-cost, 17 Jewel Precision watches from Gruen’s far xed Bienne plant. 


Here truly, is more value— more features— more quality than you've ever seen 
before in a fine jewelled lever watch . . . at only $19.95 retail! . . . this and more in 
traffic-building, profitable watch business will be yours this Fall, if you act now. 


*when case, crystal and crown are intact 


| Ask about the new traffic- building Miracle Value Series | 


See us at the NRJA Convention in New York, Aug. 14th... Park Ave. Foyer and Terrace 











GRUEN tHE PRECISION WATCH SINCE 1874 
THE GRUEN WATCH COMPANY 


UEN BUILDING- 2C EST 47TH STREET-NEW YORK 36 
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were unreeling spectacular plans 


JEWELERS’ CIRCULAR-KE 








for Linde stars at the RJA show! 


COME to the ‘Linde’ Star Salon right off the Park Ave- 
nue lobby of the Waldorf. Preview all that’s new and 
available in ‘Linde’ Star studded jewelry, in one central, 
convenient location. 

GET a preview of the newest thing in synthetic stones— 
the beautiful white ‘Linde’ Star—with a full star but 
without the slightest trace of blue in its shimmering, 
opaque depths. Developed in the famous ‘Linde’ labora- 
tories, it is the same as the regular ‘Linde’ Stars in every 
physical respect except for color. The white Star will be 
available nationally for the Fall and pre-Christmas sell- 
ing seasons. Examine it at the ‘Linde’ suite beginning 
Monday morning, August 15, and at the ‘Linde’ booth 
Wednesday morning, August 17 through the end of the 
show. 

SEE the biggest advertising program ever undertaken 
for a colored stone. A parade of full-color pages in the 
New Yorker and Mademoiselle. Big brilliant full-color 
half-pages in Esquire pre-Christmas and, for the first 
time, in the mighty Saturday Evening Post during both 
the Spring and Fall selling seasons. Over 30,000,000 peo- 
ple all over the country, with money to buy, are being hit 
hard by ‘Linde’ selling messages. They’re being told to 
come into your store and buy ‘Linde’ Stars. (Be sure to 
order enough!) 

LEARN all about the ‘Linde’ 13-minute, 16mm color 
movie with sound—how you can get it to show at club 
and community activities in your area, at no cost. See 
‘Linde’ point-of-purchase and sales promotion materials, 
also available for your use. 


EXAMINE the ‘Linde’ Star Showcase Collection. One-of- 
a-kind treasures, all set with the finest ‘Linde’ Stars. 
Showpieces that have won friends for ‘Linde’ and 
jewelers wherever they’ve 

been featured. Available 

for your purchase, if 

you wish. Representa- 

tives of ‘Linde’ distribu- 

tors, Charles Winson & Co., 

and Max Duraffourg Co. will be 


present to answer your questions. 


MAKE a Date with ‘Linde’ Stars Now. We'll be looking 
for you... in the ‘Linde’ Star Salon and ‘Linde’ Star 
Suite at the Waldorf! ‘Linde’ is a registered trade mark of UCC. 
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More quality products 

.more quality fea- 
tures... more adver- 
tising support for you 


Toastmaster gives you 
everything you need to 
make the sale! Ex- 
ample: the ‘Toastmaster 
reputation for unsur- 
passed beauty and de- 
pendability! Example: a 
complete line that enables 
you to trade up from one 
product to another when 
necessary! Example: 
Dramatic, colorful ads 
in leading national maga- 
zines. All this plus a con- 
tinuing program of sales- 
building promotions, 
deal opportunities and 
local advertising. 


New Pre 


NOW A TRULY COMPLETE LINE! 


“STAR-MIX” 2-SPEED BLENDER 

A. Model 10A1C (white) 
Model 10A1 (chrome) 

RADIANT “INSTANT” HEATER 


D. DeLuxe Model 9A2 
FULLY IMMERSIBLE FRY PANS 


E. Model 8C1 (stainless). . .. ..$22.95* 


F. Modei 8D1 (aluminum) 
(Control & Covers extra) 

DE LUXE ALUMINUM FRY PANS 
with built-in thermostat 

G. Medel BA1 (11”) 

H. Model 681 (12”) 
(Fry Pan covers extra) 


J. Model 1C4 Powermatic 
K. Model 1C5 Avtomotic 


CUP-A-MINUTE COFFEE MAKER 





$34.95* V. 6 Piece Set (13A1-65).... ..$10.95* 


W. 12-Pc. Set (13A1-12S)..... 17 all 
9-Pc. Set (13A1-95 not 


“PORTABLE PLUS" MIXER 

X. Model 17A1 Hand Mixer only $19.95° 
Model 17 A1-A3 Mixer & Stond $29.95* 

ELECTRIC CAN OPENER 

Y. Model 22A1 (white) ......$24.95" 

Model 22A1 (chrome) .. :... . $27.95" 

Se A ; 4 
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The TOASTMASTER Stainless Steel Fry Pan ., 


FIRST OF ITS KIND! SQUARE-SHAPED, 
CONTROLLED-HEAT FRY PAN, MADE OF 

EASY-TO-CLEAN STAINLESS STEEL, 

FUSED FOREVER TO EVEN-COOKING ALUMINUM “Ore ero 











Know the features that make the sales . . . and you’ll close more 
sales at better profit! Let’s look at the way this beautiful Toast- 
master Stainless Steel Fry Pan is made! It has exclusive features, 
convenience features, quality features . . . all helping you sell! 


ALUMINUM BOTTOM FOR BETTER 
HEAT DISPERSAL. Adds the highly desirabie 
Saintes seal inside and linus fry pan without adding excess weight. Foods 
_ Steinless minum won't stick fo bottom of 
COMPLETELY MAMERSIBLE oe be greet pan. 
Wonderfully easy to clean. Gleaming stain- | is o lovely serving piece as sail anit de 
less steel finish stays new-looking ... | kitchen utensil. 
never pits or corrodes. Full family size— 


95-oz. capacity. 
in stainless steel $9 2? 5* 
model 8C!] .... 
in Aluminum model 8D}. $1495 ° 


Removable heat control % 
model 12A1. . tS ae 
Stainless steel cover... 
Aluminum cover........... $450" y/ 


eee ae en 


HEATING 


$650° ELEMENT 





HANDLE SECURELY ATTACHED 
TO BODY. Not merely riveted on, 
a attached with expensive half- 

onnection—prevents turn- 
roy cannot become loose. 


PISTOL-GRIP HANDLE EVEN-COOKING | 


fas ALUMINUM 
fort. Eavi ; BOTTOM 

with non-rusting stain- 

less steel shield. 


AUTOMATIC SIGNAL LIGHT 
Turns on to signal when 
fry pan has reached 
tempercture selected. eg .¢ REMOVABLE |... 
PROBE 
CONTROL 














REMOVABLE PROBE CONTROL 

Enables fry pan to be completely im- cules of the metal intermingle! Bottom can 

mersed in water for fast, easy clean- never separate from stainiess stee! shell. 
A Teastmaster exclusive! 
NEAT, CLEAN FINISH ON BOTTOM 
Smooth, acid-etched finish on aluminum 
bottom helps fry pen have a neat, clean 
appearance at all times. 


Use this ad to train your salespeople. 


TOASTMASTER’S “INSIDE STORY” SELLS FOR YOU For extra copies, write direct to Dept. J-80 
Toastmaster’s “‘inside story”’ is the strongest selling story 

an appliance salesman can tell a customer. It’s a story of TO Gg $T Be Gg ST cc R° 
exclusive features, superior construction, and matchless 

quality that no other appliance manufacturer can dupli- Sst lit me Homewes 
cate. This is the sort of product ammunition that makes AROSE HE IE. 
sales! This is the way you can offer your customer proof Elgin, Ill., and Oakville, Ont. © 1960 


of Toastmaster s Traditional Quality. Use nr gemamaaees s soaaveanayen enaennne ' 
inside story’’ to work sales magic in your store! McGRAW-EDISON COMPANY Ney cam 





Sat gre op 
Ces Guaranteed aay 











ARM | announces 
the First Complete 
Jewelry Association 


for the promotionally-minded credit retailer providing a rounded 

service to include such exclusive features as: 

COMPLETE NEWSPAPER MAT SERVICE 

PREFERENTIAL MERCHANDISE DISCOUNTS 

DETAILED BUYING SERVICE 

SALES PROMOTION IDEAS AND AIDS 

ADMINISTRATIVE ADVICE 

ATTENTIVE PERSONAL SERVICE 

PROFESSIONAL PROVEN DIRECT MAIL PROGRAM 

@ PROTECTED TRADING AREAS 











Organized to produce GREATER PROFIT through increased volume and 
reduced costs 


You're Invited 


to see us at the New York Jewelry Show, Room 966 
at the Waldorf 


ARM | of Retail Merchants, Inc. 


114 East 32nd Street, New York 16, N. Y., LExington—2-2251 
Leonard Asher, Pres. Al Burk, Vice Pres. 























Who Gives and Gets the Most 
on Every Gift-Giving Occasion? 


ANSWER: 13,000,000 Teen Tycoons! 


QUESTION: 





THE FUTURE OF YOUR BUSINESS DEPENDS 
ON INSPIRING TEEN CONFIDENCE TODAY 
... FOR ADULT BUSINESS OF TOMORROW 











THE TEEN JEWELRY NEWSPAPER. A SURE-FIRE 
Method Designed to Attract the 


Teen-Age Spenders with the Cooperation of our 
Advertisers Who are the Leading 





Manufacturers in the Jewelry Industry. 








FRANCHISES ARE LIMITED FOR THIS NATION-WIDE TEEN 
JEWELRY NEWSPAPER 











Make it Your Business by Visiting 


JEWELERS’ CONSULTANTS, INC. 


ROOM 947 ROOM 949 
Or Write 
4513 Park Heights Ave. Baltimore 15, Md. 
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They’re New ... 


Braille clock for use by sighted or blind 
person is produced in Switzerland. Clock has 
11-jewel lever movement and raised markers 
on uncovered face. From Cyma Watches and 
Clocks, 681 5th Ave., New York. 


! ; ? of y 4 


Ladies’ cockail ring has synthetic emer- 
ald surrounded by diamonds in 18K _ white 
gold setting. $175 Keystone. From A. Jaffe 
& Son, Inc., 64 W. 48th St., New York. 


Gruen’s new entry in the low-price jeweled 
watch market is “The Squire.” The 17-jewel 
movement and case were produced in Gruen’s 
Swiss factory. It is anti-magnetic and has 
unbreakable mainspring. $19.95 retail. 


“Life Circle’ charm symbolically shows 
love, marriage, children and home (5529). 
The 14K gold charm is set with rubies and 
sapphires. $100 retail. From Jayposon, 73 
Canal St., New York. 
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Wy ler Balance Wheel 


incaflex 


Fully protected against shock — flexible 
spiral spokes absorb shocks — prevent ex- 
pensive balance staff repairs. An exclusive 
Wyler feature. 


incafle x 


WYLER WATCH CORPORATION, 

131 EAST 23rd STREET, NEW YORK 
FABRIQUE DES MONTRES WYLER S.A., 
BIENNE 


Wrwlier SOCIETE FRANCAISE DES MONTRES 
mel tiex Waterproof* Case WYLER, 54 RUE LAFAYETTE, PARIS 9e 


Completely different—most advanced prin- WYLER VETTA, VIA DANTE N.4. MILANO 


ciple—solid one-piece case body and back— SIDUNA A/B, DROTTNINGGATAN 18, 
special U-shaped crystal with large sealing HALSINGBORG 


surface. An exclusive Wyler feature. THE SWISS IMPORT EXPORT 
*as long as crystal is intact and genuine Wyler TRADING CO. LTD. 
parts are used. TELEPHONE HOUSE, HONG KONG 
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SUNBEAM IS LAUNCHING A 
WITH A STRIKING NEW 


DRAMATIC “AFTER-SHAVE” TEST PROVES NEW SHAVEMASTER PERFORMANCE! 


fz 
< ~ “ss 
ig 


caster Kenneth Banghart stops just before leaving home, but and brushes whiskers onto paper 
commuter George Vaughan, on his agrees to give the new Shavemaster .. . actual on-the-spot proof of a 


Grand Central Station: TV news- ) Vaughan says he got a close shave Banghart flips open shaver head 
way to the office. " shaver a try. " closer Shavemaster shave! 
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Nothing shaves 
like a blade — 


that’s why Sunbeam put 
3 real blades in the new 
Shavemaster shaver 


The Sunbeam Model 555 Shavemaster delivers a shave 

so close, it has to be compared with the results of a 

straight razor or the sharpest safety blade. Because i he, Mtl 

the Shavemaster introduces a new design to electric Positive start-stop switch. Quick, sure control of shaver 
shaving! It brings at last the close, clean sweep of a motor. Snap-acting switch stays securely in position, turns 
blade to the speed and convenience of an electric. Shavemaster on or off with flick of thumb. 


New trimmer feature. A sideburn trimmer that really Flip-open head for fast cleaning. This Sunbeam ex- 
works. Straightens sideburns, trims moustache, does a clusive completely exposes comb and locked-in blades. 
complete grooming job on neck, nose and ears. Makes brushing-out easy. 


DRAMATIC NEW SHAVEMASTER 


te eee oe > wA Y 


CAMPAIGN 5 nerwork tv stows 


What’s My Line «ss 
The Untouchables 0 
Naked City (ABC 


NATIONAL MAGAZINES 
Life, Saturday Evening Post, 
New Yorker, Sports Illustrated, 
Wall Street Journal and 

37 newspapers in 29 markets! 


amazing!’’ Interviewer to audience: 
“Try the all-new Shavemaster at 


| Commuter’s reaction: ‘‘Really 
dealers’ now!”’ 


Sunbeam Corp., Chicago 50, Ill. « Canada: Toronto 18 « ®Sunbeam, Shavemaster 
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ELLELLELELLELLLLCLKE & Lee e They're New ... 


Gold or rhodium plated three-frame com- 
bination preserves wedding invitation and pic- 
tures of bride and groom. Can either stand 
alone or can be used as table-top tray. From 
Raimond, Inc., 149 Exchange St., Malden 48, 
Mass. 


The most beautiful 
solitaire ...ewver 


This is our popular “Swirl 
Solitaire” . .. in 14 K white 
or yellow gold, with match- 
ing wedding bands. Mats 
available to help you pro- 
mote this fast seller. 


(U. $. PAT. APPLIED FOR) 
Through wholesalers only 


WAX and SKOLNIK Lig Hand-engraved cobra bracelet from Siam 


Manufacturing Jewelers for over 30 dosages features intricate design, including Siamese 
ae EOE AI >! EW ORS ay NA Bed. 29280 | dancers at the two ends. It is made of ster- 
ling silver with niello finish. $8 retail. From 
Siam Jewels, Ltd., 373 N. Beverly Drive, 
Beverly Hills, Calif. 


SPSS S Se Sees SSS Sees gegegeeeees 
SSSSSES PSS SS SSS SSS SSS LSS SSS SSS 











ODD SIZE MOVEMENTS 


Available for Immediate Delivery 





‘‘Wink-Awake” is name of this new electric 
alarm clock from Sunbeam. It allows user 
to extend his 40 winks by five, 10 or 15 
minutes. Features “Vari-Lite” dial with bril- 
liancy regulator (BO11). $12.95 retail. 


STEVEN MAYER, Inc Eterna’s “Centenaire ‘61’” has thin ball- 
: in flat 


bearing automatic movement case. 
Watch Importers of Quality Movements Also features narrow bezel and concealed 


580 FIFTH AVENUE NEW YORK 36, N. Y. crown. From Eterna Watch Co. of America, 
Inc., 677 Fifth Ave., New York. 
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10 Kt. GOLD HIGH SCHOOL RINGS 
“Custom-Crafted by COLLEGE SEAL” 














Cortland 
XR91 


Scholastic 
XR40 








“~ 











SELECT FROM 3 MERCHANDISING PLANS 


PLAN-A 


‘“*CUSTOM-CRAFTED"’ 
GOLD FOURSOME 





"For high profit per sale in gold High School Rings, 
an investment of only $87.50 puts you in the gold 
High School Ring business. 


You receive 4 gold rings 
$15.00 each 
Die cost 


With initial order of 12 rings — no die cost. 


With above order of 4 rings, die cost of $27.50 is 
refunded in full if you order 8 additional gold rings 
within 6 months. 


PLAN-B 
THE STERLING DOZEN 














PROFIT-PLANNEC 


PLAN-C 


GOLD AND SILVER 
QUARTET 





THE HI-SCHOOLER © 


BOYS-XR145 
GIRLS-XR146 


~ 


* 
* 


For high volume, get into the silver ring High School 
business with 12 finest quality silver rings, exclusive 
““UNI-PROCESS”’, low priced, only $78.50. 


12 silver rings (8 boys, 4 girls) 
@ 4.25 each 
Die cost 
Tota! $78.50 
No die charge with initial order cf 36 rings. 
Die cost of $27.50 is refunded in full if you order 24 
additional rings within 6 months. 
The HIGH-SCHOOLER can also be supplied without 


year date. 


MORE BUSINESS IS WAITING FOR YOU AS YOUR TOWN’S HIGH SCHOOL 
RING RETAILER! MINIMUM INVESTMENT! 11 FREE MERCHANDISING 
AIDS AND FREE 4-RING DISPLAY WITH YOUR ORDER. 





Enjoy brisk business in popular silver rings, and be 
ready for high profit of 10 Kt. gold rings. Complete 
package only $66.00. 
2 sterling silver rings @ $4.25 each 
2 gold rings, your choice of any style 
@ $15.00 each 
Die cost 


$ 8.50 


.. 30.00 
27.50 


Total $66.00 
With initial order of $180.00, no die charge. 


With above order of $66.00, die cost of $27.50 is 
refunded in full if you order an additional $125.00 
worth of rings within 6 months. 











©Copyright 


SEE US at the ANNUAL CONVENTION AND TRADE SHOW, 
RETAIL JEWELERS OF AMERICA, AUGUST 14-18 
BASILDON ROOM, WALDORF ASTORIA HOTEL. 

Or write for full color brochure. 


> O ¥ x ‘al GS wl = ol A = AND CREST COMPANY 


236 BROADWAY 


CAMBRIDGE 39, MASS. 








| They're New... 


Specially-Designed 


NUN'S WATCH 


by RACINE 


RACINE 


Fela le m— 
For@é@most 


Selections 


Fine Silver Case 


GALLET TIMERS 
Incabloc ... 


Pear-shape champagne center diamond in 
this necklace weighs 5.88 carats. It is sur- 
rounded by 18 round white diamonds and 
two white marquise diamonds branching off 
the pendant. $7,000 Keystone. From Jurgens 
& Anderson Co., 55 E. Washington, Chicago. 


GALCO TIMERS This Racine nun's watch 


is as distinctive in de- 
SECURITY TIMERS sign—as it is accurate 
in performance .. . 10!/2 
GUINAND TIMERS |. ligne, 17 Jewel move- 

ment; unbreakable type 
RACINE WATCHES mainspring—Radium dial 
has sweep-second hand. 


CHRONOGRAPHS 
W rite for catalog showing the 


Nun's watch and other spe- 


BY GALLET cial-purpose watches. 





JULES RACINE «company. inc 


20 WEST 47th STREET, NEW YORK 36 


Reproduction of Jim Bowie’s famous fight- 
ing knife is first of a series of “Great Blades 
of History.” Three-quarters actual size, its 
chrome plated blade is 9% inches long. May 
be removed from walnut plaque for use. 
$19.95 retail. From Charles D. Briddel, Inc., 
Crisfield, Md. 


TRAFFIC BUILDERS! 


Also available — Elk, 
Shrine, Eastern Star key 
chains, $15.00 per i100 
—may be asst'd. 




















All coins goid-plated 
bronze Newspaper mats 
furnished Each can he 
adverticed for 49¢ or given 
free with other purchase 
Promotional possibilities 
unlimited! Terms: 10 days 
net to rated jewelers 
Others. cash with order 


MASONIC KEY F.0.B. Semntie. (3 Ibs. MASONIC 
per C.) ostage prepaid COIN 


CHAIN—!I in. diam. if check accompanies 


Krench provincial silver cabinet (50) pro- 
tects both flatware and hollowware from tar- 
nish and theft. Two top drawers hold about 





order. 
Your Cost—$i5.00 per . 


100 Minimum order Special Order 
Mixed orders accepted Coins & key chains for 
Space on back to en- anniversaries, commenda- 
grave name, lodge, etc. tiens, dedications 


GOLDNER ASSOCIATES 


Cost te You $10.00 per 
100. Minimum order. 
Mixed orders accepted. 
Space to engrave todge 
name. number and date 
of degrees. 


Box 2703, Dept. J-8 
Nashville. Tenn. 








250 pieces of flatware, while a third drawer 
and lower cabinet hold large pieces. Avail- 
able in cherry and antique finishes. $190 
Keystone. Hanson Clock Manufacturing Co., 
1220 11th St., Rockford, Ill. 
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y MIS§ DEBBY JOHNSON 


7 


~NMERICA’S 4th ANNUAL 
’ QUEEN OF DIAMONDS 


ve | ELECTED BY THE JEWELERS OF AMERICA 


a | 
jf This glamorous ‘‘sales personality ' is 
; 7 


ohZel](o}e)(-Mfom 701! ic] misl-b, Mr tiele-me) ol -lallalers 


iiole-Molslaihc-101°18 me oleelilelilelary 

Tolaol Meellil alia mitlilailoliremiom elaeluleli- 
s. prestige, to ‘'sell’’ diamonds for your store. 

, See the new beautifully conceived group of 

“Queen of Diamonds’" rings plus stimulating 
rolgeluslolirelare| melaleMolohZ-1ait tale Miuleli-ale] mmol: 
well as the industry's most comprehensive 
tel it -selfkolaMoh mmol l(olulelsleM olceluloliieli Ml -3 7-18 maeli-lelelae 


COMMPE Ding Oo INC. 


WORLD'S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS 


130 WEST 46th STREET, NEW YORK 36, N. Y. 


America’s Queen of Diamonds is an Annual Event sponsored in 
the interest of the jewelry industry by Feature Ring Company, Inc. 


4 * 
: * 
“Ranma e 9 


¢ DECLARATION. Polished solid brass bezel, bold black numerals on metal dial, 8-day cordwound, 2742” wingspread. Retail $55.00* 


Es Te i TO 5 " Pret (0 OME 

d Bi ee hg tees o +9 OR s 
e Ze 
4 
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e HOMESTEAD. Mahogany case ¢ SHERWOOD. Electric Alarm. Pol- e SHARON. Colonial mahogany or e ACCENT. Electric, satin-black, 
with polished solid brass trim, ished solid brass bezel, mahogany. nutmeg case, hour and half-hour high impact case, polished solid 
electric or 8-day keywound. 2434” case, luminous dial, 4%” high. strike, electric or 8- day keywound, brass finial ring, metal grill, 12” 


high. Retail $45.00" 


Retail $12.95* 15%” high. Retail $59.50* high. Retail $19.95* 


When you sell Seth Thomas clocks—whether for 
land or sea—remember, they are crafted with all the 


patience, skill and nerf ection that comes with 147 
years of experience in clock-making. This gives youa 


CAl 


IFWELERS “RC ULAR KEYSTONE Al, 





¢ HELMSMAN Clock-Barometer Combination. 8-day Ship’s Bell strike clock, compensated barometer. Mahogany base, 1936” wide. Retail $181.50* 


¢e HELMSMAN with Base. 7-jewel, © * HELMSMAN. 8-day Ship’s Bell ¢ CORSAIR with Base. 7-jewel, 8- ¢ CORSAIR. 7-jewel, 8-day Ship’s 
8-day Ship’s Bell strike. Mahogany _ strike, special flange adjustable day Ship’s Bell strike. Mahogany Bell strike, special flange adjust- 
base 10%” wide. Clock—8%4” _ for front or flush mounting, clock base—8” wide, clock—5%4” di- able for front or flush mounting, 
diameter. Retail $94.45* —8%” diameter. Retail $79.50* ameter. Retail $80.45* 5%,” diameter. Retail $69.50* 


*Plus tax 
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piece. For a c olor catalog of the complete line, write 
Seth Thomas Clocks, Thomaston 10, Connecticut. 











ps Rosary of the Whonth 


Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 
bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R376 20-538 $10.75 


Full Tin Cut crystal bead, 
hand engraved cross and 
center. 











HAND CRAFTED 
STERLING SILVER 


Imported from Siam! 


So precious . .. so exotic... 
. so very exclusive! 


COBRA 
TWIST RING 


Adjust to any 


size 
$3.50 
Keystone 


PENDANT 

NECKLACE 

Designed on both EARRINGS 
sides TO MATCH 


$5.00 $3.00 
Keystone Keystone 


NEW! 
ILLUSTRATED 
CATALOG 


Write to: 


iam ae F te. 


Importers 
373 No. Beverly Drive, Beverly Hills, Calif. 





| They're New... 


/ 


(q 


Band of this ring swirls into prongs to 
form solitaire setting. Ring is available in 
either white or yellow 14K gold, and wedding 
bands are made to match. From Wax & 
Skolnik, Inc., 62 W. 47th St., New York. 


Saccharine server from Israeli craftsmen 
is two inches high and three inches across 
(S-101). Prongs for lifting the tablets out 
are held inside. $3 retail. From Israeli Art- 
Craft Importing Co., Inc., 41 N. 10th St., 
Philadelphia. 





Cem : ad 


Women’s tubular watchband (679) has 
Florentine etching on each link, is available 
in either white or yellow gold filled. $8.95 
FTI. From Gemex Corp., 1200 Commerce 
Ave., Union, N. J. 





“The Saber,” Golden Shield automatic elec- 
tric can opener from Hamilton Beach, will 
plerce can, cut around edge, and magnetically 
prevent lid from falling into can—in a single 
motion. $24.95 retail. 
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Felco Makes You 


Thrice-Welcome 


1. At our RJA Exhibit— 
August 14th through | 8th 
at the Waldorf-Astoria 
Hotel—Booth MI16 


2. At the Felco Hospitality 
’ Suite 78L & M—Aug. 14-18 
| Waldorf-Astoria 


3. At our new, enlarged 
quarters 665 Fifth Ave. 
PLaza 3-5650 





hj: 
OLB. . 


A complete merchandising program from the nation’s oldest pearl specialist 





— almost 50 years of uninterrupted service to America’s retail jewelers. 


Jack J. Felsenfeld, Inc. 9 Maiden Lane, New York 38, N. Y. Worth 2-1118 


523 MT. HOPE ST. ° 


STOCK BOXES 


WITH A 


j) Custom Designed 


eR ek 4 


Now stock jewelry packaging 

with a “personalized” took. A 

wide assortment of over 80 

styles, each designed to compli- 
ment YOUR merchandise. 

isle) seme lel meh mel el measles) aeele elit-ie 

metal boxes. Attractively fin 

ished in imitation leather, this 

sF-laleb-leisel-mele) @Et-Mie|-1ai-108 Gi) 4 

ladies’ jewelry. 

it slemniel aie) tiaietliac-lsl ae he 

aiog illustrating our 

compiete Stock Line 

availabie for IMME 

DIATE DELIVERY 


We will gladly design 
your own specialized 
package for you. 


BOX COMPANY) 
ATTLEBORO FALLS, MASS. 














Famous SCHATZ ELECTRONIC 
TRANSISTOR CLOCK 


SENSATIONAL 
TECHNICAL 
DEVELOPMENT 


* Ordinary ‘4 volt 
battery keeps clock 
running 18 months. 
* # 13010. * 10” 
x 7” x 5”. *& $72.00 
key. 





WE INVITE YOU TO VISIT US AT THE WALDORF, SUITE 
#906 AND 908, AUG. 14-18. SEE OUR FAMOUS SCHATZ, 
KIENZLE AND HECO CLOCKS AND WATCHES. 


Write for new catalog and prices. 


HENRY COEHLER CO., INC. 


Permanent Show Room 
102 FIFTH AVE., N. Y. II, N. Y. 
PHONE OR 5-8067 
CHICAGO SHOW ROOM =1524 
MERCHANDISE MART, PHONE MI 2-4112 
4257 EAST 74TH ST., SEATTLE. WASH. 
WESTERN MERCHANDISE MART 
SAN FRANCISCO, CALIF. 








They’re New... 


Integrated design of case and face in Ham- 
ilton’s new “T-403” men’s watch is_ high- 
lighted with contrasting silver and gold. Case 
is 1OK gold filled. $95 FTI. 


Matched Barel Bridal rings (T 287 and 
TL 287) have diagonally stepped panels of 
alternating bright and hand-carved Swedish 
finishes in either white or yellow 14K gold. 
$63 per set Keystone. From Bridal Ring 
Co., Inc., 88-06 Van Wyck Expressway, 
Jamaica, N. Y. 


% : 
a aie yo ee ie ——— E 
Ns : 4 a 
"a en poe 


Baby “Treasure Chest” is available in blue 
(691), pink (690) and ivory (710), has com- 
partments to hold mementos such as hospital 
tag, first tooth and first lock of hair. Included 
is a 62-page baby album and a container to 
hold newspaper clippings of the day baby was 
born. $9.95 retail. From your Anson distributor. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1960 








® See us at the Waldorf-Astoria, August 14-18, Room 241 


Or visit our New York showroom, 


newly decorated in the true Paris manner 


10 West 33rd Street, Suite 1102 











FINE HANDCRAFTED 


PARIS PURSES & 
MATCHED ACCESSORIES 


ial Beaded and Aewelled in iy 


4 
3-9176 ($15.00) 
2-8170 Rhinestone 
Paris Purse ‘$10.00 


ee 
ke 
he 
ez 
f 
' 
i 
; 


— a ' 


& 
Se 
= 


+ tag ae 
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SAVONETTE a J ag ee Pinch Leal 
GUARANTEED 

washable, waterproof 

scuff resistant 


Pp restslant 





slain resistanl 


selen fast 


Laboratory Tested & Certified 
by United States Testing Co. 


The : J EXCLUSIVE WITH 


The above are suggested retail prices. Other styles range from $4 to $20. 


NEW YORK e PARIS ¢ LONDON e ROME e CANADA e PUERTO RICO e JAMAICA, B.W.!. 


($4.00) 
Individually aift boxed. Daniél Paris Originals fashioned of Savonette! 


Executive Offices: 316 Barrow St., Jersey City 2, N. J. 





Phone HEnderson 5-5900 
Direct N. Y. wire Digby 9-1230 





They're New... 


COMING! 
New Catalog 


The second week in September the new 
National Findings 75 page catalog will 
be coming your way. Featuring new 
innovations in gold and platinum castings 
and findings. New designs in Rings, 
Watch Cases, Pins, Earrings, Coin Hold- 


ers and Cuff Link backs. Sterling silver candelabra from Gorham 

can be adapted for many uses. Three units 

of two-candle holders, as shown, may also be 

used separately, or they can be adapted with 

tity users. a rosewood holder into wall sconces. $85 re- 
tail for three two-light holders. 


Catalog will offer special prices to quan- 


To make certain you receive your copy 
of this fabulous new catalog, DON'T 


DELAY, Write Today ieee ae ~ ar e o 
— Pictsignaenae a 


66 ata 





Eighteen-diamond block attachment with 
gold case ends (A956) is made in 2% or 3 


\elalelarel a ale | Ngs ‘Helder mm widths, will fit all diamond watch cases. 


125 West 45th St. - New York 36, N. Y. - JU 6-4842 From Lewitt Bros. & Co., 64 W. 48th St., 


New York. 
mint MARK EF 


Miniature Plastic Price and 
identification Kit for Jewelry Display 








Coin holder in 14K gold is designed for 
$5 gold piece. From National Findings Corp., 
125 W. 45th St., New York. 


OPEN A CHARGE ACCOUNT TQQAY 


The ¥% inch durable molded plastic 
numerals and letters slide easily 
into their specially slotted plastic 
base. Plastic ‘‘screens’’ slide into 7” 
base behind the characters for ad- @ 
ded attractiveness if desired. Each 7 
bose stands by itself on its own | 
pedestal base. Bases may then be 
mounted in tiers for longer mes- 
soges. In this manner you can as- 
semble as many as 14 different 
designs—each only in a matter of 
seconds. Perfect pricing kit for dis- a ve , , 
slay of lewelry i le ihadion ge NC TLVE Wings of Norwegian butterfly pin (1841) 


cases, etc... . 2509 : are in brightly colored enamel through which 
a can be seen the silver pattern of the wing. 

PRYOR MARKING PRODUCTS Body is in gold electroplate. $4.20 retail. From 

434 S. WABASH AVE. CHICAGO 4, ILL. Norwegian Silver Corp., 290 Madison Ave., 


Territories Open for Sales Representatives New York 
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Left to right : 
PAPERWEIGHT, oc sparkling globe $15.95 


IMPORTED DECORATOR CLOCKS 


FOR EVERY 
2VERY ROOM, EVERY OFFICE ROWER clset. Sho 
; FLOWE : 
Ser tre n= 
golden color metal, $12. 95. = ae 


WAFERTHIN, 8-day wall! or desk clock, 


Pleasant possessions, imaginative oift ; 
f 2 s—these fascinating conversation pi 
- «< 1wCes 
"n 
6" high, $16.95. dhestecdl 


with gentle bell ; 
E ell alarm. As orn: 
. As ornamental as Sheffield’ 
them and m: al as Sheffield’s paradi 
Zz many oth ‘ . ses , z \ paradise bir : . 
decibel x er exciting Sheffield designs in the c re. You'll find 
p ment of your favorite store c e costume jewelry or chock 


Shei 2 part of 
GLAMOUR - SEVENTEEN 
GENTLEMEN'S QUARTERLY 


t create traffic, bring 
is a wide selection of 
New York 22, N.Y. 


. MADEMOISELLE - 
‘ HOUSE & GARDEN . 


ores across the country. They're impulse items tha 
Watches retail from $10.95 to $59.95 and there t 
talog. Sheffield Watches, 663 Fifth Avenue, 


VOGUE - a BAZAAR 
NEW YORK TIMES MAGAZINE 


rtant selling factors in st 


r business to your store. 
m $5.95 to $19.95, Write for ca 


Sheffield watches are impo 
in a steady 52-weeks-a-yea 
Sheffield fashion clocks fro 


all prices plus tox 











SELLS ON SIGHT! | Theyre New... 











Complete simplicity characterizes this Dan- 
ish stainless steel tableware by A. Michelsen 
Silversmiths of Copenhagen. $14.25 retail for 
five-piece place setting. From Millard-Nor- 
man Co., Cincinnati 29. 


FOR TABLE 
AND DESK 





Florentine diamond ring for men is die 
struck and deeply etched. Also available 
ONLY with Linde star sapphires and rubies. From 
Falcon Stone Ring Division, Karlan & Blei- 
Q 5 : | cher, Inc., 136 W. 53rd St., New York. 


Retail List 


Incl. Fed. Tax. 


Bracelet settings for “Intaglio” 17-jewel 

watch are available in six different stones 

etl “4 or any combination of jet onyx, crystal, 

Lets you know : rhodonite, tiger eye, chrysoprase or carnelian. 


Gold filled links. $41.50 retail. From The 
when the fuel is low! Pedre Co., 417 Fifth Ave., New York. 
This Vu-Lighter table model sells on sight 
because it’s designed for impulse pur- 
chases. Everything about it attracts atten- 
tion—the clear, see-through fuel reservoir— 
the handsome chrome 
and color trim. It’s a 
Superb lighter’ with 
more unusual features 
than any other lighter 
on the market— 
UNCONDITIONALLY 
GUARANTEED by al * 
WOFIG-FAMOUS SCLIPtO ! [mer me cerrennen meee von me om mem 





— it “977 Falcon” pocket radio from Emerson 
FREE COUNTER DISPLAY has seven transistors and enclosed antenna. 
Unbreakable cabinet is 6 inches wide, 3% 
inches high and 1 15/16 inches deep. Avail- 
able in gold on ivory or gold on ebony. $29.88 
retail. 
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lhe besl lhe world cver. E nly lhe story if Suis 
Dl aleh we akin , a SCtCHW hifecally, fechn fi logially, 
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well work Co 4g cu“ firofit/ Duality Sitis Woatehes 
OVE lhe teil and the best locking and so COVE lhe 
frit from Duality Satis Whoiateh sales! 


Wou bre bho ~ Lerdilly Snutted 
Ve OF “Sef Uf uo Sutis Duality” Cittibil 
Book fv lhe flashing lights al your national Retat 
fpowelers of HAneneca convention. Sef Ufi — 
more sales prcmetion ideas and olher helpful ways Co 
oll Dunlely Foosis Wealeles. Bal tle the sning off 
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you need only 2 watchband lines 
to sell one watchband 








What DUCHESS gives you: 


Quality, design, and construction equal to—and 
* better than—bonds selling for more. A full 
line of styles for men and women. 





“Custom-Size"’, Bandmaster's patented no-tools sizing 
sd > 
feature, easiest, fastest. 


- No loading-up. You buy only as many Bandmasters as you want. 
You don't get stuck with heavy, costly inventory on “deals”. 


4.. Compact, practical displays that help sell without hogging space. 
Free with standard, pre-selected ladies’ and men's assortments, 
Economically designed so that their cost isn't passed on to you 
in higher band prices. 


a9 
uchoss JEWELRY MANUFACTURING CORP. 


300 OBSERVER HIGHWAY, HOBOKEN, N. J. 


to every customer 


The leading nationally advertised brand 
in the premium price range 


DUCHESS BANDMASTER in the 
popular price range 


Some customers will pay ten dollars or 
more for a top quality “name’’ brand. 
Most of them won't. Show him a 
DUCHESS BANDMASTER first— 
link for link, equal in quality, design 
and construction to the highest-priced 
nationally advertised bands. 


You'll give the customer change from 
his ten dollar bill—you’ve made a sale. 


Priced from way down to just under 


the high-priced bands, DUCHESS 


) BANDMASTER’S price range is one 
# in which you'll ring up more sales, and 
f make the profits you can’t make with 


underpriced bands or overpriced bands. 
And DUCHESS BANDMASTER qual- 
ity wins and holds customers. 


Strike up with BANDMASTER— 
ask your wholesaler today for DUCHESS 
BANDMASTER. 


Worn as original equipment 
by America’s finest watches. 
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GOLDEN BALLET WATCHES New! SPECIAL SELECTION OF 


e Luxury goid plate finish bracelet 


«ramen aaanaele WESTCLOX HIGH-VOLUME SELLERS! 


e Stainless steel back 


e Shock resistant and 
anti-magnetic. 















































featuring_ 








796—Clasp-on “Bangle 
Braceliet’’ with round 
opera style case. $17.95 


Te 
ee 


797 — “Golden Heart 
Leaf” Florentine style 747 —New Baliet “‘Tripiet”’ 
$19.95 Change the strap to match 

the costume! Gold color 

case with three slip- 
through bands: one black 


hnks. ; 


suede; onetanandonered 

California saddie leather. 

Special gift box. $18.95 731—New square thin 
classic watch—Slim mas. 
culine styling—goild —— 

- avrg ta case, black saddle leather 
» Abed. sian timine Ge GTN" le * . band. A fast-mover at 
oe shyla, $19.9 eo ; 730—New round thin . $12.95 
; . . we hy classic watch—Popular : 
best-seller looks expen- 
sive. Rich gold color case. , bi j 3 
black saddieleather strap 7 ‘ , 720-LB—“‘Time-Contro!” 
12.95 s IF . 3 Waterproof — Only watch 
2 that adjusts automatically 
for gain or loss of time by 
simply re-setting. Stain- 
less steel case and-band. 
Luminous dial and hands. 
$17.95 


Here’s a self-contained watch department... offer- 
ing your customers a wide watch selection. Assort- 
ment includes choice best-sellers...wide range of 
prices, styles and special features! Also included: 
Coquette ~ New ‘one. FREE display tray covered with nappy, like- 


Sronn anagotor arain velvet fabric—in a new blue color proved best for 
$13.95 display in nation-wide tests! 


strap. 


mnGold color case, THIS LUXURIOUS 9x16" VELOUR 


smart imported 


site styling! Unbreak: DISPLAY TRAY IS YOURS FREE WITH 


able mainspring. 


magnetic. $16.95 aul AN ORDER FOR 24 OR MORE OF THESE 
| HOTTEST-SELLING WESTCLOX WATCHES 


TV BULLETIN! 


These and other Westclox timepieces 
will be nationally televised on THE TAB HUNTER SHOW... 
EVERY SUNDAY NIGHT STARTING SEPT. 18th 
Tune in NBC-TV, 8:30 N.Y.T. 


ono WW ESTCLOX 


MAKERS OF BIG BEN+ WORLD'S LARGEST MANUFACTURER OF TIMEPIECES « LA SALLE-PERU, ILLINOIS 
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For your every need, see 


“THE LINDLEY MAN” 


The Lindley assortment of gift: boxes is so compre- 
hensive. that “The Lindley Man” can meet your every 
need—right from stock. What’s more, his extensive 
experience enables him to assist you in planning your 
orders—to keep your supplies balanced—and to save 
you money. | 

For superlative quality and the utmost in service 
see “The Lindley Man’! 7 


a card or wire will 
start you on the way to 


better packaging. 
a 


—— LIN DLE ¥ 
om BOX AND PAPER DIVISION 


Marion, Indiana 


=> PAPER BOARD COMPANY, INC 











LETTERS 


Directory Issue Comment 


To the Editors: 

Our copy of JC-K’s Jewelers’ Direc- 
tory Issue has just arrived and we are 
thrilled with it. I have read several of 
the articles already and find the charts, 
the directories, and the tableware pat- 
tern lists, things that we will use and 
refer to many times. 

Realizing the tremendous effort that 
goes into such a comprehensive directory 
of this type, we want you to know that 
we really appreciate this service. 

MARGARET VANDEGRIFF 
Vandegriff Jewelers 
Ft. Walton Beach, Fla. 


e ¢ | think your Directory is going to 
be invaluable to all segments of the 
jewelry industry. I have gone through 
it carefully and am very much im- 
pressed by the thoroughness of the job 
you did and by all the information con- 
tained in it which is not obtainable else- 
where. .. . Congratulations on a grand 
job! 

D. E. SANDERSON 
Vice President 
Oneida, Ltd. 

Oneida, N. Y. 


e ¢ It’s a wonderful job all the way 
through. May JC-K live on to be cir- 
culated on the Moon and on the planets 
when we earthlings take our bangles 
and beads to the natives. Thanks for the 
Directory. We expected a good job, and 
we got it. 
A. R. VIA 
A. R. Via & Bro. 
South Boston, Va. 


¢ ¢ An outstanding job. After reviewing 
this fine piece of work, I can doubly ap- 
preciate the amount of sweat, blood and 
tears that went into it. Heartiest con- 
gratulations on a job well done. 
GORDON HOWARD 
Elgin National Watch Co. 
Elgin, Ill. 


e ¢ IT know you will be deluged with con- 
gratulatory messages regarding the 
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Jewelers’ Directory Issue and want to 
add my voice to what I am sure will be 
an industry-wide chorus. Such a book 
has long been needed and we are glad 
to have it and proud to be listed in it. 
WILLIAM E. SMITH 
Irons & Russell Co. 

Providence, R. I. 


e e This is the answer to a “maiden’s 
prayer’; we have sorely longed for a 
book that would hold so much useful 
trade information. 
OSCAR KIND JR. 
S. Kind & Sons 
Philadelphia 


e ¢ The tax breakdown was especially 
interesting to us in Kentucky, as our 
sales tax went into effect July 1. 
MRS. BLANCHE WASSERMAN 
Consolidated Jewelers, Inc. 
Louisville 


e ¢ Being young in the jewelry business, 
we are learning from its contents. We 
have already used it several times for 
our customers. 
EDWARD M. FASANO 
Fasano Jewelry Gift Shoppe 
New Haven, Conn. 


» ¢ We like the layout and illustrations 
of the sterling, plated and stainless 
flatware patterns. 
R. L. GOULDING 
EK. H. Goulding’s Sons Co. 
Alton, Ill. 


¢ ¢ A wonderful job... you are to be 
congratulated. This tool will be very 
valuable for the whole industry. 
CHARLES C. STIEFF 
The Stieff Company 
Baltimore 


¢ ¢ Man! Your Jewelers’ Directory Is- 
sue is terrific. It’s just what we have 
wanted for ten years. May we please 
have another copy for our branch store? 

GEORGE F. LEE 
Emporia, Va. 


e ¢ Excellent. I can’t have any fault. 
You should sell it. 

ARTHUR SCHWEMMER 
Reading, Pa. 


¢ ¢ Thanks for sending it to me—and 
thank you, too, for always month by 
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Your World...and 
“THE LINDLEY MAN” 


Your world is the only world that exists for “The 
Lindley Man.” His only interest is providing you with 
the finest retail boxes... boxes famed for superla- 
tive quality, utmost attractiveness and complete de- 
pendability... boxes that enhance the quality of your 
merchandise and increase the prestige of your store. 
“THE LINDLEY MAN” can help you turn more 
customers into steady customers. 


Contact “The Lindley Man’... 
a card or wire will start you 
on the way to better packaging. 


BOX AND PAPER DIVISION 


Marion, Indiana 


(FEDERAL, PAPER BOARD COMPANY, INC. 


© LINDLEY 
2 





BARRASSO & BLASI, INC. 


The House of 


AME 


" since 1916 














CAMEO RING 
# R 221A 
10K & 14K 


CAMEO BROOCH & 
# B 5858/35 
10K & 14K 


MOTHER OF 
PEARL EARRIMGS 
# E 199 
10K & 14K 


CAMEO LOCKET 
+ P 6462 
10K & 14 K 


MOTHER OF 
PEARL BROOCH 
# B 6583/35 

10K & 14K 


Manufacturers of a large selection of cameo 
brooches, cameo pendants, cameo earrings, 
cameo rings, and cameo lockets in 10K and 14K. 
Ask your wholesaler to show you the complete 
Barrasso & Blasi line of fine 10K and 14K gold 
jewelry. Write for information. 

Harry O. Blasi Henry L. Ohlhausen 

9 Maiden Lane 29 E. Madison St. 
New York 7, N. Y. Chicago 2, III. 

WO 2-5929 LE 6-3090 


BARRASSO & BLASI, INC. 


31-33 GOVERNOR, NEWARK 2, N. J. © MI 2-1252 
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month sending me an interesting and 
informative magazine. 

ROBERT F. THARP, JR. 
Milledgeville, Ga. 


e ¢ We have had the Directory just a 
few weeks, but have referred to it al- 
ready for silver patterns, sources of 
wedding invitations and various other 
items. 
OMAR HOBBS 
Hobbs Jewelry 
Eldorado, Ill. 


e ¢ We have sprayed the tax tables with 
plastic spray and use them quite often. 
WILLIAM J. KIMPEL 
Kimpel’s Jewelry & Gifts 

Columbiana, O. 


e ¢ We have already used it in most 
every capacity for which it was de- 
signed. Outside of the phone book, it will 
be the most used volume in the store. 
If you have separate printings of the 
tax tables, I would appreciate a copy. 

A. J. HOLMES 
Lumberton, N. C. 


e ¢ Never before have we had so much 
information in one volume ... Your 
articles, such as “Diamonds and the 
Marriage Boom” and “Old Diamonds 
Can Sell New Ones,” have had markers 
put in the pages for all personnel to 
read. 
ALBERT E. BISHOP 
Bishop’s 
Holyoke, Mass. 


¢ ¢ The Directory Issue reached us at 
an opportune time. Our state has just 
adopted a sales tax, and we find the tax 
tables especially handy. 

M. A. SELBERT 
Frankfurt, Ky. 


¢ ¢ It makes our job much easier and 
also introduces us to many new sup- 
pliers. 

MOREL JEWELERS 
Mason City, la. 


e ¢ We appreciate the listing of books 
for the various trades. 

MARY L. SCHROEDER 
Danville, Ill. 


¢ ¢ The Yellow Pages impressed us the 
most. 


Kennebunk, Me. MATHEEU JEWELRY 
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Kegency Creations, One. 


45 WEST 46TH STREET e NEW YORK 36. N_ Y. 
0 eo on Oe es Ae — ee oe oe ee — ec ie 
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Introducing—a line of FM and FM/AM 
radios starting 


| 


at only °49” 


And look at these features 
—they just can’t be matched for 
price, performance, and profit! 


Modei B81, FM only, with 6 tubes plus rectifier, vernier 

tuning, 5” speaker, loudness control. in Jade or White 

Model 62 (not illus.), same cabinet style, but FM’ AM i ; 

with 7 tubes plus rectifier. in Mocha, Green, White. Push-pull audio system (Model B3 only 
is similar to the finest high fidelity consoles. 
Virtually doubles bass response... extends 
highs and triples audible output of the set, 
while reducing distortion in tone by about 
50 per cent as compared with a single stage 
audio system. 


AFC Switch (Automatic Frequency Con- 
trol) locks in stations, minimizes drift, lets 
you zero-in stations, even when two adjacent 
signals are of equal strength. 


Line Cord Antenna—it’s nine feet long 
(50% more antenna than many FM radios 
Just plug in cord and it’s in operation. 


Exclusive Golden Voice’ Speaker is 
matched and balanced to cabinet and cir- 
cultry to achieve unbelievably pure tone 
quality on both FM and AM. 


Mode! 83, FM AM, 9 tubes plus rectifier, 6” speaker, 
AFC, tone and loudness controls. in White or Smoke. 
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All with broad band IF transformer 
that increases audio frequency range! = Ta 


Model A8, ihe Model AY, Mode! Alo, 

4 tubes plus TH cs 5” speaker for a innovation in 
rectifier. Gold he | clearest tone ~ cabinet styling 
color accents in Pink, White in Spice, White. 
in Red, White 4 Biue \ Green 

Jade, Maple tt ;, 

Sugar 


7 models to select from—with features, 
performance, and style that can’t be beat! 


Model C7, with wake-to-music 
contro! and drift compensation 
circuit. tn Mocha 





Modei C10, wake-to-music con Model C4-1, Lazalarm, variable Model C12, al! deluxe features 
trol, buzzer alarm and sleep lial light, appliance timer. Pink, pushbutton controls. in Pink 
switch. Pink, White, Spice lue, Beige White, Blue 


© MOTOROLA ® 
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| Forstner Celebrates its 


in the design and manufacture | 


Watch bracelets for ladies, 
Styled with Forstner’s 

flair for fashion that 
makes customers 

out of “lookers”’ 


New! the exquisite 
AMERICANA 
__ self-sizing watch bra 
_ available in Mile 


By ii 
genet 


"* &y r 


) 


“s < 
a awe 


Your Forstner wholesaler will show 
styled and priced to increase your 





For day-after-day sales, feature the comprehensive Forstner line 


KOMFIT WATCHBANDS * LADIES’ WATCH BRACELETS « IDENTIFICATION BRACELETS * ANKLETS 
NECK CHAINS & PENDANTS * CHARMS & CHARM BRACELETS © CHILDREN’S JEWELRY 
MINIATURES * 14KT. GOLD JEWELRY +RELIGIOUS JEWELRY « STERLING SILVER GIFTS JEWELRY’S NAME FOR QUALITY 
LONG & SHORT KEY CHAINS « TIE-TACKS « TIE CHAINS * MONEY CLIPS « KNIVES, 








40" Year of Leadership 


of finest quality jewelry 


Incomparable! Exclusive! 


Famous K Oo M F iT 4 Watchbands 


for men and /adies 


® ultra-thin 

* completely flexible 

*% instantly adjustable 
fo wrist size 


Shown above—KOMFIT GRAND 
at left—KOMFIT ROYAL 
below—Ladies’ Sport KOMFIT 


7 


FORSTNER’S GENIUS IS ORIGINALITY... 


CF, POF = 
vad, lad bd bal bs 
A a ae j 
a. . 7 A 


hese 





you beautiful, eye-catching creations, 
traffic, your sales, your profits! 


Here’s how Forstner pre-sells for you— 


SCRNTNER, tek.; inition 11, New deen (1) W - a series of attractive national magazine ads 
Showrooms: (2) With sales-producing window displays 
ae Ferre SS: TE TN he SP (3) With striking, illustrated folders & newspaper mats 


29 East Madison Street, Chicago 2, Illinois on . : ; 
Forstner, (Canada) Ltd., Sherbrooke, Quebec (4) With radio and TV scripts, and TV slides 


Contact your authorized Forstner distributor! 











Increase your Sales 


and Profits by having 


ALL the Sterling Flatware Patterns 








at your fingertips 


This book is a necessary selling tool. 


Used every day by jewelers across the 
nation, it contains actual-size illustra- 
tions of active, imactive and obsolete 
sterling silver flatware patterns made by 


manufacturers in this country. 


Easy-to-use, this valuable reference 


book has a complete index which lists: 
®@ the manufacturer’s name 
@ the pattern name 


@ the current status of every pattern 


@ With binder $27.50 ©@ Without binder 
$17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75 


The Sterling Flatware Pattern Index 
is handsomely printed on heavy coated 
stock and is conveniently prepared in 
loose-leaf form. Revision sheets are 
made available at reasonable cost every 


few years. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts.. Philadelphia 39, Penna. 


WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
1958 Revision sheets $6.75 


Check or Money Order for $ 


Enter our order for a copy of THE STERLING FLAT- 
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The 
key 


fo 
perfect 


time 


Olidg- me haliemast- ae 
watch. Florentine 
finished bezel. Reta! 
$230.. pilus tax. 


CToliel-lsmadlelelels 
watch. Florentine 
finish. Retail 
$480. pilus tax. 


Barrel watch. Three 
Tahd-ieetat-lal-4-7- 18) 
straps in assorted 
colors. Retail 
$220. plus tax. 


Chinese Hat 
watch. Florentine 
finish. Retail 
$480. plus tax. 


All watches are 18K. Gold 
with 17 Jewel Movements. 


L PERFECTIO PURITY OF 


(a) ~ 6," a 


666 97 VEN NE Woo hn 


a 


A complete Swiss import sold by leaaing jew welérs all over the world 


S’ CIRCULAR-KEYSTONE, AUGUST 1960 


Corum watches are advertised in: 
The New Yorker * Gentiemen’s Quarteriy * Vogue 
Town & Country + Jewelers’ Circular-Keystone 


Corum watches are advertised on: 
WNBC / The Price Is Right 
WCBS / Top Dollar 


Franchises available in selected areas. 








Bee ME” 


Looking for an all-in-one prime source for all 
your diamond needs, a source that fulfills 
every requirement from top quality jewelry 
with an unique and creative flair, to promo- 
tional merchandise with dramatic impact . . . 
a source whose job only begins when the sale 
is consummated and the stage is set for the 


application of ingenious merchandising ideas? 


O.K. Mr. Jeweler — let Axel Brothers “Show 


You’... with Proof Positive, at the R.J.A. Show 





a? at the Waldorf-Astoria, On The Stage in the 
main ballroom, from August 14th through 
‘ the 18th. 


DIAMOND 
RINGS 


that create Sales! axel Brothers, 
Inc. produce the greatest over-the-counter crea- 
tive diamond selling tool ever placed in the hands 
of the retail jeweler-COLUMBIA TRU-FIT, the 
rings with built-in protection—two patented hid- 
den spring units that adapt the ring to perfect 
finger size and secure it against loss. With Tru-Fit 
you get an edge over all competition, for only 
‘fa Columbia makes it and only carefully selected 
agencies are authorized to sell it. 


se? 


Zt P93 
oH 








LADY AMERICA DIAMOND RINCS...Ac ee 
pletely integrated major line that provides | 1e 
luxurious styling of a fine diamond ring line at 

that enable you to meet the needs of every 
asieran diamond customer in Meal ommunit 


Axel Brothers famous IMPERIAL COLLEC- 
TION of magnificent marriage rings has changed _ a3 
wedding ring selling from a one time shot to a: fe 


multiple sale, as a fashion accessory to 
cic ne ee nba praet/ nf 


facie of fast service, ‘ia tia ph in o : 
depth and full mark-up—for a fast turn-over line. ee 
that will give you a new insight into the possi- __ 


bilities of wedding ring merchandising. 


bring high profits back 
to your watch department 


Axel Brothers, a prime source for DIAMOND 
WATCH CASES for many years, for the indus- 
trys leading brand watches, now bring these 
custom-quality watches and cases direct to you, 
at unsurpassed, competitive prices that will give 
a new profit lift. Sold as complete units or ready 
for casing with movements of your choice. 


Visit us on stage at the 


Retail Jewelers of America 

55th Annual Convention & Trade Show 
Booth 135 & 136 

The Waldorf-Astoria Hotel N. Y. 


AXEL su 


AXEL BROS. INC., 134-20 JAMAICA AVE., JAMAICA 18, N. Y. 








ANNOUNCING 


The /j 
AMinriclueN 
The New DOXA Watch 


that means Two-way Profit 
for you, Mr. Dealer! 


PROFIT +1: People want this new idea in fine watches 
for themselves...asa gift. 


PROFIT +2: It takes only a few minutes for you to 
Dy o>. 4+ affix the initials and you receive an extra profit! 
Write for details now. 

Inctis tolnal ‘ee MORE PROFIT! 
See the Doxa booth 
At the Retail Jewelers of America Show 
August 14-18 at the Waldorf-Astoria 
New York City 














*Patent Pending 


DOXA-WATCH COMPANY, INC. 665 Fifth Avenue New York 22, N. Y. 
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GEMEX A-134 Display 


@ Efficient inventory control with easy-to-check slide-out rear trays @ Extra high profit potential 
@ Adjustable watchbands @ Rich quality appearance @ All this in only 15 inches of counter space! 


THE DISPLAY IS FREE ACT NOW! MAIL THIS ORDER FORM TO YOUR GEMEX WHOLESALER! 
with Assortment No. A-134... 

45 men’s and ladies’ styles, 
including new high-profit 

Gemex styles with extra big markup. 


To: Wholesaler 





Address 





Please send me the Gemex A-134 assortment: 


Consumer value: $337.85 F.T.I. 
Jeweler’s cost: $147.85 


Jeweler’s profit: $190.00 F.T.I. 


the ‘S -- MA F- XK corporation 


UNION, NEW JERSEY 





Quantity Cost to jeweler — $147.85 each. 





Jeweler’s name 





Address 





City State 


- 
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For the first time! An automatic Ronson 
lighter priced so low! 


new 


: Ly 
¥ 


Pioneer 


igelan 


IN 5 HANDSOME FINISHES 





= 91001 
Silver tone 4.95 Satin and Bright 5.50 


Now! A genuine Ronson fully automatic lighter 
that sells for just 4.95! The rugged Pioneer is 
extremely lightweight, and has a completely new 
Super-smooth action that delivers light after 
light without fail. Handsome in design. Available 
in five smart finishes. The Pioneer slides open 
for fast, simple refueling. Sure to be one of your 
fastest sellers. Stock the Ronson Pioneer! 


All prices shown are suggested retai/ prices. 


RRO REG 





* 91002 
Gold tone 4.95 


: eel 
hy ice bi 
———— I ** 
lee 4 
ee «, 


*91005 Gold tone 
Engraved 5.95 


‘ a= 








Plus! Special gift item for the ladies! 

#91006 Ronson Pioneer “Fashion Set” 
7.90. Set includes lighter with 3 inter- 
changeable glamour cases in bright gold 
tone, red, and ebony. Gift packaged. 
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Striking Pioneer 
pocket lighter 
display FREE 
with this 

4 piece 
assortment 


This colorful, compact and sturdy dis- 
play, featuring a 3-dimensional replica 
of the new Pioneer pocket lighter, draws 
traffic and makes sales wherever you use 
it—-on counter, window or wall! The 
“Foursome” is shipped with four 4.95 
numbers (two gold tone, two silver tone) 


already in place and ready to sell! 


Order the Ronson “Pioneer Foursome! ’rota. retain vatue 19.80 





Display FREE with your order for PT-2 assortment: 


@ #91101. black with gold tone trim. 
@ +91102, white with gold tone trim. 


TOTAL RETAIL VALUE $17.90 
RONSON CORP... WOOOSRIDGE. N. J.. U.S.A. 
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Now! Ronson table 
lighters that retail 
for just 8.95! 


At just 8.95, the Pioneer Table Lighter helps 
you cash in on the big “under $10” gift market! 
Sleek contemporary styling, in either black or 
white, with gold tone trim...the Pioneer com- 
plements any decor. The Pioneer Table Lighter 
Display, in rich walnut finish, with gold wire and 
black, gold and red trim, makes gift sales easy, 


in a minimum of space (o” x ("x 2"). 


INTERNATIONAL STANDARD OF EXCELLENCE 








WINNETKA — Distinctive dial design with etched-in 
markers. Fully waterproof and self-winding, of course. 


in stainless steel case $79.50. 


BETSY — Smaller-than-a-dime 
filled dustproof case and s 
Sweep second. $99.50. Other 


self-winder Yellow 

old 
Scalloped mesh Tn i 
Miniatures’ from $89.50. 


~ 
_% 


WALDORF—Smart, yet Sturdy and fully waterproof. Stain. 


less steel; 18K gold appli 
“ee pplied mar 
white dial $97.50. In Midoluxe $125. a lias Al 


Almost makes you want to 


Your customers will find them even more tempting. 
These are the Mido watches they’ll be looking for in 
your store. The watches they’ll be seeing during those 
60 hot-and-heavy Fall gift-buying days when full page 
after full page of Mido ads will be concentrated in the 
nation’s best read, most influential magazines. 

Mido has a gift for making just the kind of watches 
people want—today’s only sensible watches, self-wind- 


ing watches! You know about Mido’s other worry-free 
features: they’re fully waterproof* and condensation- 
proof (even a breath of air can’t get into a Mido case). 
They’re rugged. You can sell them with the secure 
knowledge that each is really shock-resistant and anti- 
magnetic. The mainspring can’t break. And remember : 
Every Mido Watch Is Completely Price Protected. 
Watches like these are so much easier to sell—especi- 


throughout the Fall—Mido gives you region by region full page advertising support in... 













Es ee, ig 
Ge es 
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OCEAN STAR—One-piece seamless Case gi 

; gives slim silhouett 
fuily waterproof watch. Stainless steel; 18K gold weathers $110 
Midoluxe $125. 14K gold $275. Calendar models from $120. 





D 0 E “s j 

ATORETTE Ladies’ w 

out aterproof winding 
ndar window. in Stainless steel sey0 " aoe with 


.50. Midoluxe $110 


watch. Rugged. 
teel; 18K gold 





,? | ‘ 

WYOMING — Slightly over-size ge : 
terproof with concealed “7 = 

nerkers $97.50. Others from $79.50. 





Prices are retail including Federal Tax. 


choose one for yourself... 


ally with all those exciting, buy-provoking Mido ads 
your customers will be seeing and using as gift guides 
this Fall. Be ready for them when they ask to see more 
Mido watches. Display Mido—use the point-of-purchase 
aids we’ve designed to clinch the sale. Order now. And 
don’t forget that extra one for yourself! Mido Watch 
Company of America, Inc., 580 Fifth Avenue, New 
York 36. In Canada: 699 St. Maurice Street, Montreal. 


#As long as case, crystal ond crown remain intact, 


THE WATCH YOU NEVER HAVE TO WIND 


LIFE—POST—READER'S DIGEST 





PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'In print’’ at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES $12.50 A acy 10 PRECIOUS STONES | $3.50 HANDBOOK OF GEM IDENTIFICATION $6.00 
F. Herbert Sai - Spencer, D.Sc., F.R.6.S. Richard T. Liddicoat, Jr. 
Lineretty illustrated 13th Edition—560 pgs. minnie work on gems Generously illustrated—352 pgs. 


GEMS AND GEM MATERIALS 15 

Drs. Kraus end Slawson = * STORY OF THE GEMS $5.95 
Study of all besic and rare gem materials _ Herbert P. Whitlock 6EM TESTING Second edition 
DIAMOND TECHNOLOGY $10.00 Mineralogical background of precious, semi- W. Anderson, B.Sc., F.G.A. 


Paul Grodzinski precious stones Stenpte scientific tests 


500 csystal clear UWlustvations—S88 pgs. GETTING ACQUAINTED WITH MINERALS $6.95 
THE WORLD OF JEWEL ST 10.00 sone 

—— ; cements tee ees cy ta es A FIELD GUIDE TO ROCKS & MINERALS $3.95 
Valuable reference book—448 pgs. minerals Dr. Frederick H. Pough 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 


JEWELRY ENGRAVER’ S$ MANUAL $4.25 JEWELRY REPAIR MANUAL $4.85 BERALDIC DESIGNS AND ENGRAVING $10.00 
- Bowmen & R. Allen Herdy . Allon Hardy & John J. Bowmen M. Bergling & A. Tuston Hay 

a. + eutheritetive, profusely ilius- Quide ‘to tools and techniques of repairing Delors Edition—lIliustrated handbook and dic- 

treted—143 pgs. —alse stone setting—166 pgs. tienary of terms—92 pgs. 


JEWELRY DESIGNING & APPLIED DESIGN $40.00 
C. A. Jakebb JEWELRY, GEM CUTTING AND METALCRAFT $5.75 
PRINCIPLES OF ELECTROPLATING AND Instruction manual—5S5 full page drawings William T. Baxter 


ELECTROFORMING $7. ART MONOGRAMS & LETTERING $6.25 «Many iMleetwetions—360 pps. 
Williom Blum & Geo. B. Hogeboom 19th Deluxe Edition—102 pgs. 
a ee ART MONOGRAMS & LETTERING $3.09 JEWELRY AND ERANELING —_ 
eta Pa 


18th Edition—paper cover—40 pgs. 
JEWELRY MAKING FOR SCHOOLS, TRADES- ENGRAVING STYLE CHARTS $4.00 = ENGRAVING ON PRECIOUS METALS $7.80 


MEN, CRAFTSMEN Soft Cover $2.95 Asserted—order by the doz. rittain, W & Morton 
Hard Cover $4.25 JEWELRY & SILVERWARE ENGRAVING $2.00 _—_Textheok fer beatener or eopert—225_ pgs. 
Murray Bevin CHARTS 


Describes all techniques, procedures of making 4 JEWELRY MAKING AS AN ART EXPRESSION $6.50 
jewelry D. Kenneth Winebrenner 





For the Skilled Watch and Clock Maker, the Apprentice and Student 


WATCH REPAIRER’S MANUAL $6.58 wares rar CLOCKMAKER’S a es $15.00 GEARS FOR SMALL MECHANISMS 
Henry 8. Fried . Britten—Revised by J W. 0. Davis 
Cevers all phases of watch repciring—306 pgs. 15th ‘nese aan. Gear construction and adjustment 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 
entries—140 pgs. 


2,000 
WATCHMAKER’S LATHE AMD HOW TO WITH A... WATCOMASES AT THE BENCH $3.50 WATS are = 
USE IT $7.50 Prefusely illustrated—243 pgs. Theoretical, practical and mechanical phases 
Denald BDeCarle of herology—248 pgs. 
Detailed explenations and Iilustratiens—154 pgs. 


WATCH PEMENTS 7.50 PRACTICAL COURSE IN HOROLOGY 3.25 
= yt _ . Herold C. Kelly . PRACTICAL CLOCK REPAIRING 
Description ef and escapements’ illustretions— Watch construction, repair maintenance, etc. Donald DeCarie 
294 pgs. —192 pgs. 450 illustrations—230 pgs. 





On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX AMERICAN SILVERSMITHS AND THEIR ENGLISH SuLvER—1675- ved $5.00 


1958 EDITION MARKS III $25.00 _ Stephen G. C. Enske & Edward Wenham 
Jewelers’ Circuler-Keystone Stephen G. C. Enske Line re itestrations—109 pgs. 


Without Binder $17.50 Invaluable historical and reference beok— THE LDSMITH’S AND SILVER- 
With Leather Binder $27.50 ummaputiaes A... wt a 
More than 1,200 iliustrations—indexes of BOOKS OF OLD SILVER $5.00 Staton Abbey 


pettern nemes Seymour 8. Wyler For these working in precious metals— 
20,000 hallmarks—447 pgs. 105 pgs. 
Order Your Choices Today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany all orders. Do not send cash. Prices subject to change without notice. No books sent on approval. 
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MEMORY BOOKS 
AND PHOTO ALBUMS 


Up to 100% profit for you with 
best selling Gibson Memory 
Books and Photo Albums... 
available in a variety of styles, 
colors, prices. Each is hand- 
somely gift-boxed, too. 


Send for product bulletin or catalog today! Write Dept. JK-118 ing: ila w 926/31 


Anniversary Books 
Musical Books 
Travel Books 

Diaries 

Shower Books 
Testimonial Books 
Teenage Books 
School Memory Books 
Graduation Books 
Family Record Books 


IO 


Baby Record Rooks 
anil , *Subtitles printed on removabl 
Baby Gift & Shower Cards , ble bands 


Hospital] Books 
Photograph Albums " 
en SOLA AND COMPANY 
ruest Books 
KS Publishers-since 1872 


Wedding Rooks 
ete Mente — NORWALK, CONNECTICUT 
Brides’ Bibles N.Y. Showroom: 225 Fifth Avenue 


Gift List Books The most complete line of Memory Books in the world. 


OOO 


Ooocoo0o000o0n 
Ooo0ooo 


LAR-KEYSTONE, AUGUST 1960 





MOST ANYBODY 
CAN MAKE 
WATCHES 
SHOCK-RESISTANT 
BUT... 


oris 


KEEPS TIME! 


In the popular-priced field, only ORIS gives you so much of a story to sell! 
Shock-resistant! Classic and fashion styling! 7-jewel movements! And above 
all... ACCURACY! Precision accuracy that has won ORIS 361 rating certificates 
from the Official Swiss Testing Office in 1959 alone...and, of that total, 353 
were commended for ‘‘especially good results.’’ Quality jewelers in 96 countries 
profit from ORIS’ consistently high standards of quality and distribution! 


ORDER THESE ORIS WATCHES NOW! ALL SHOCK RESISTANT -7-JEWELS. 


INQUIRE ABOUT THE MANY WATERPROOF MODELS ALSO AVAILABLE. 


2730/3 — Yellow top, G1005 — Chrome- 
steel back. plated, steel back. Wa- 
$14.95? retail ter resistant. 

$11.95? retail 


t plus F.E.T. 
EXCLUSIVE AGENTS IN U.S.A. FOR ORIS WATCH CO. 
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2712/3 — Yellow top, 2599/31B — Yellow 
steel back. top, steel back. 
$15.95 retail $13.95} retail 
2712/1—same, 2599/31 — same, with 
chrome top. cord. $12.95; retail 


$15.95? retail 


R. GSELL & CO., INC. 15 WEST 37th STREET, NEW YORK, N.Y. 
Some sales territories still available. 


95 





All items shown actual size 


QUALITY ALWAYS 


Design that attracts the customer, with 
Quality that can’t be compromised, and 
always at a Profit for the retailer. 


Sterling, 1/20 12K. G.F., 10K and 14K 


AUTOMATIC CHAIN CO. 


PROVIDENCE, R. |. 


NEW YORK «+ LOS ANGELES 
CHICAGO 


MENMHNER 


i 4 


Vast assortment of discs and hearts, 
and chorm bracelets. 
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Worlds — 
HINES National advertising promotes the world’s 


elf - aene 


thinnest self-winding Palladium watch 


National advertising. appearing steadily from August through Novem- 
ber, will help you sell the palladium “Seashark Supreme”— Lucien 
Piccard’s exciting new self-winding watch. The advertisement on the 
left will appear in: 

HOLIDAY—September, October, November 

(Total Circulation 2,832,000) 

HARPER’S BAZAAR — August, September, October, November 
(Total Circulation 1,624,000) 

This watch will be advertised by Lucien Piccard in The New Yorker, 
Esquire, Coronet, Sports Illustrated, Newsweek, N. Y. Times Magazine 
and The Wall St. Journal. 

“Seashark Supreme’—the world’s thinnest automatic wrist watch in 
palladium for men—will be easy to sell because it has all the advan- 
tages your customers want: 


e completely automatic @ one piece, waterproof case 
e precision movement e handsome, wafer-thin styling 


Tie in with this national advertising...stock, promote and sell the 
palladium “Seashark Supreme.” 


mP all — 


te ” Sst 
Pc fh. jt? 





: le Reeiet 
Lucien Piccard Watch Company, Inc. 


550 Fifth Avenue, New York, N. Y. 


Please send me: 


$9 
reme 


Suggested Retail 
“Seashark Supreme” watches 
100 free reprints of Palladium consumer ad 
for mailing to customers 


Name 








Store 








Address_ 





rnatio® 
The Mwall Stree 


City_ Zone State 


*Keystone Fed 








scanninpisieeniniiieindiatntineaitastiniiesaiainiiabianiidaiiail 


annnnniininiansimnmatil 


Palladium...a precious metal of the platinum group 


PLATINUM METALS DIVISION, THE INTERNATIONAL NICKEL COMPANY, INC. ¢ 67 WALL STREET, NEW YORK 5, N.Y. 





Artcarved 


adds a 
fifth 


ee 














a bw to the art of selling 


diamond ring’s. We mean, of course, the ‘‘C’’ of 


Confidence your customers have in the name Artcarved? It’s the sales 
closer and clincher that gives authority and assurance to Color, Clarity, 
Cut and Carat Weight. Artcarved leaves no doubt about the quality 

and lasting value of its diamond rings. We put it in writing. The 
written guarantee persuades and protects your customers, makes selling 


easier, speedier for you. Only Artcarved offers this comprehensive 
customer-confidence program: The proud signature of Artcarved in each 
ring —Artcarved’s exclusive Permanent Value Plan—a written 

guarantee on all four quality points—the respected Consumer Guaranty 
seal of GOOD HOUSEKEEPING MAGAZINE. This dynamic sales security 
plan is backed by the most extensive and effective diamond ring 
advertising of the year. Become a part of this provocative program 

and you'll discover that the ever-important ‘‘C’’ of cash profits is readily 
yours with Artcarved. For further information ask your Artcarved 


representative or write direct to: J.R.WOOD & SONS. Inc 
. IV. , Inc. 


New York - Amsterdam - Antwerp 216 East 45th Street 
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THE WITTNAUER ELECTRIC 


THE FIRST SWISS-MADE ELECTRIC WATCH 
TO BE INTRODUCED TO THE UNITED STATES MARKET 


The Wittnauer ELECTRIC is substantially a conventional 
SEPARATE, watch, plus a unitized, sealed electric drive which replaces 


SEALED ° ° ° ° ° 
BATTERY the usual mainspring. Both are individual, separate units. 
COMPARTMENT 





UNIQUE WITTNAUER DESIGN APPROACH — isolates the Tiny 
Wittnauer Battery (shown above) from the movement sec- 
tion of the stainless steel watch case. Separate battery com- 
partment protects from possible chemical reactions — allows 
battery to be easily replaced without tools—and without 
opening the watch case! Battery can be installed in seconds 
smciatanees when the watch is sold thus insuring your customer of a 
= | factory-fresh power supply. Since the case is not opened 
es ele for battery replacement, watertight, dustproof qualities 
are maintained—and the period between cleanings can be 


TINY 
WITTNAUER greatly extended. 
POWER CELL 


sees atts The Wittnauer ELECTRIC is water proof, shock-resistant 

and unaffected by external magnetic fields. The watch 

mechanism can be disassembled, cleaned, oiled and ad- 

com ATEERY justed as an ordinary watch by any good watchmaker with- 
COVER out special training. Detailed technical and service bulletins 


WITH COIN SLOT mg 
FOR EASY ACCESS are being distributed to watch repairers. 


Wittnauer battery can be The Wittnauer ELECTRIC is an accurate 
simply replaced without tools. trouble-free watch which will run continuously 
| Watertight, dustproof heth ain —_ dees an ateae st 
qualities of case are not disturbed TSEC STS OF ES Ge S ROwers Foarny Cerrar 7 Cue. 
aE ee LONGINES-WITTNAUER WATCH CO., INC. 
580 Fifth Avenue * New York 36, N. Y. 


WITTNAUER ELECTRIC IS THE WATCHMAKER’S ELECTRIC WATCH 
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( — Mayhem as a fine art has 


certainly gone into decline. Con- 
sider the boorish razor, broken beer 
bottle, or switchblade knife so often 
used to sever jugulars in saloon 
Donnybrooks. 

Then reflect on the elegance of the 
Arabian jamboya, or throat cutter, 
used with telling effect by desert 
princes centuries ago. 

Norfolk, Va., diamond appraiser 
Jack M. Jerome picked up one of 
these little dandies not long ago at a 
New York auction. The case is gem- 
encrusted and filigreed and attaches 
to the belt of the wearer by two heavy 
gold rings. The handle is 22-karat 
gold and the blade is steel and 
needle-pointed. 

All in all, the jamboya is strictly 
for the carriage trade of throat-slit- 
ters and is not apt to replace the 
broken bottle with the common herd. 


B“ BrRoTHER: Straight out of 

George Orwell’s chilling novel 

of the future is an anti-burglar de- 

vice installed by jeweler Marvin 
Hime of Beverly Hills. 

Disturbed by a wave of jewelry 

store robberies in the Beverly Hills 
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SPEAKING OF THE JEWELRY TRADE 


area, Hime equipped his store with 


a closed circuit television set-up 
which gives him a panoramic view 
of his showroom on a screen in his 
ofice. Should need arise, he can set 
off an alarm without detection. 

Hime also finds the TV installa- 
tion enables him to observe traffic in 
the showrooin and come to the as- 
sistance of salesmen during a sudden 
rush of customers. The outfit cost 


$695. 


penn OF FRUGALITY: Old-timers 
down in Putnam, Okla., used to 
spin yarns about a Swedish watch- 


maker, dead these 30 years, who used 
to bury his savings in fruit jars. 

Imagine their surprise when they 
found out their stories were true! 

A 13-year-old boy walking over 
the land where the watchmaker’s 
house used to stand found five silver 
dollars on the surface of the ground 


and set off a hectic, one-weekend sil- 
ver stampede. 

Most of Putnam grabbed shovels, 
forks and plows and churned up the 
ground once owned by the watch- 
maker. A total of 100 silver dollars 
was unearthed, some of them be- 
lieved to be collectors’ items. And 
F. E. Walker, who farms the site of 
the “strike,” got his land tilled free. 


Bitcha 
agent 
reports 


REE ENTERPRISESKI: 

Thumboff, our trusted 
behind the Iron Curtain, 
capitalism rampant on Red Square. 

Devoted readers will recall an item 
in these columns in the May issue 
reporting the Reds easing into credit 
buying on a limited basis. 

Well, the Bolshies are finding that 
time payments may be bourgeoise but 
by the beard of Papa Lenin, they 
sure make the rubles roll in. 

In the six months credit buying 
has had the Kremlin’s blessings, Mos- 
cow residents alone have bought on 
time more than 60,000 radios, 38,000 
watches and clocks; and 7000 elec- 
tric sewing machines. 

Installment buying, which so far 
is limited to luxury items, was put 
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Established 1911] 


A. COHEN & SONS CORP 


27 West 23rd St., New York 10, N.Y. ORegon 5-4400 


85 FIFTH ST., N.W. oe 134 WEST 30TH ST. 


ATLANTA, GEORGIA aaa LOS ANGELES, CALIF. 
PHONE: TRinity 3-1727 super PHONE: Richmond 9-4182 


CROSBY 


Our sales and merchandising 
experts will be on hand to serve you at 


The RJA ANNUAL 
CONVENTION & TRADE SHOW 


THE WALDORF-ASTORIA 


New York, N. Y. 


JANSEN SUITE and BLUE ROOM 
Also Rooms 4-U-] and 4-U-2 


4th Floor 


DING WAREHOUSE AND SHOWROOM FACILITIES 7, 
A 


EXP SERVE 
NTLY YOu 


con® 


Atlanta, Geergia Los Angeles, Calif. 


Showroom ° Warehouse - a0 “7 % Showroon °e Warehouse 
. me? oe ie An 


built in 1959 and con- Peet: oe “a anc Cag built in 1957. Modern 
taining 13,000 sq. ft. of = 4 ay fied structure has built-in 
space. Off-street park- t ae o : me loading facilities,ample 
ing for 25 cars. ——— ms =e parking space. 


Yuen 
- i 
« 


OOP ry 


i 


Long Island City, N. Y. 
Warehouse 

built in 1959. 45,000 sq. 

ft., convenient to all 

transportation. 
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into action to reduce stocks that had 
begun piling up in warehouses. Faced 
with the choice of price cuts or con- 
sumer credit, the authorities chose 
the latter. 


ttre For THE BLIND: Blind Okla- 
homans are being given braille 

watches by Zale Jewelry Co., 210 

West Main St., Oklahoma City. 

In the past the company has given 
the watches, specially manufactured 
for Zale’s by a Swiss firm, to a few 
outstanding blind persons. 

However, current plans call for 
distribution on a much larger scale. 

Manager J. W. Levin of Zale’s 
blind 
watch makes application through the 
Oklahoma League for the Blind, or 
through the State Vocational Re- 
habilitation Service; when the ap- 


says: A person desiring a 


plication is processed, we do the 
rest.” 

Zale requires the state agencies 
to certify that persons making appli- 
cation for the watches are not able 
to afford them. 
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E gen This one has a certain 
ring of familiarity about it, but 
we ll run it anyway as a gesture of 
good will to the watchmaking fra- 
ternity. 

Three 


Bridewell were discussing their al- 


cellmates in a_ Soviet 
leged crimes against the workers’ 
fatherland. 

“I was jailed for coming to work 
late,” explained the first. 

“They accused me of being a capi- 
talist spy,” said the second, “because 
I came to work too early.” 

The third sighed sympathetically. 
“I’m here,” he said, “because I ar- 
rived to work on time. They accused 
me of owning an American watch.” 

We understand the punch line is 
slightly revised for Swiss consump- 
tion. 


ae . SICK... SICK: When a 
Virginia jeweler recently sold a 
diamond engagement ring to a young 
man, he advised the latter to have 
the ring insured. 
The benedict-to-be accepted the 


pens’ 


"You should never let your face get that dirty. 


advice in good faith and left the ring 
to be sized. His fiancée would pick 
it up, he said. 

When that damsel came in for her 
ring, she bore a message from her 
boy friend: “He wants to know what 
kind of insurance he should get,” she 
said. “Should it be _hospitaliza- 
tion?” 

Blue Cross must be doing a real- 


ly good selling job in the Old Do- 


minion these days. 


B“ BROTHER: Straight out of 
George Orwell’s chilling novel 
of the future is an anti-burglar de- 
vice installed by jeweler Marvin 
Hime of Beverly Hills. 

Disturbed by a wave of jewelry 
store robberies in the Beverly Hills 


area, Hime equipped his store with 


a closed circuit television set-up 
which gives him a panoramic view 
of his showroom on a screen in his 
office. Should need arise, he can set 
off an alarm without detection. 
Hime also finds the TV installa- 
tion enables him to observe traffic in 
the showroom and come to the as- 
sistance of salesmen during a sudden 


rush of customers. 


Swe DIAMONDS: 
jewelry out of 
things, these days. 
David T. Myles. of White Sul- 
phur Springs, West Va., makes it out 
of coal. What’s more, he makes a 
good living out of selling his “black 


They make 
the darndest 


diamonds.” 

Myles got into his unusual spe- 
cialty when the small coal mine he 
bought after World War II was 
forced out of business. 

Instead of turning his back on coal 
and anything to do with coal, he 
built himself a house out of the stuff, 
some 30 tons of it. 

From his jet-colored establishment 
he does a lively roadside trade in 
bracelets, pins, cufflinks and tie tacs 
set with carved lumps of lacquered 
hard coal. 





® CHRISTMAS FORECAST for retail jewelers from Coast to Coast: Best 
ever. Nineteen Sixty will close, the experts say, with personal income at 


an all-time peak, and a record $225-$230 billion in retail trade. A greater- 
than-usual portion of that mon- 


ey will be spent in jewelry 
i H R | S T M A S stores, according to a very sen- 


sitive barometer—exhibit space 


kK () R K C A ~ T in | N kK « at The Retail Jewelers of Amer- 
ae 9 ica show at the Waldorf-Astoria 


Hotel in New York, Aug. 14-18. 


I T - if | M E; T QO) P L, A N ; Manufacturers, wholesalers and 


importers are betting solidly 


that retail jewelers’ holiday 
T 7 M E; - QO QO R 1) K R sales will be excellent. Never be- 


More exhibitors will 
take more space than 
ever before, to 
display their fall 
lines at RJA’s 
Waldorf-Astoria show 


fore had so many suppliers 
signed for exhibits at a show sponsored by RJA or its predecessors. Nor 
had so many spaces been engaged. As this issue went to press, 279 con- 
cerns were planning to display their products, services and promotions (an 
increase of 7 per cent over last year’s number). And they had contracted 
for 485 spaces, including even the second mezzanine in the ball room and 
most of the rooms and suites on the seventh, eighth and ninth floors. 
(Eighteen per cent more space was taken than last year.) There will 
be plenty of time for jewelers to shop all the exhibits, compare the offer- 
ings and consider what they should order, in preparation for Christmas. 
Show hours will run from noon to 9 p.m. on Sunday, Aug. 14; from 9 a.m. 
to 7 p.m., Monday, Aug. 15, through Wednesday, Aug. 17; and from 9 
a.m. to noon on Thursday, Aug. 18 ¥ The convention sessions, all sched- 
uled for the Waldorf’s Starlight Roof, begin Monday morning, Aug. 15. 
Following a welcoming address by President Oliver A. Jenkins of Duval 
Jewelry Co., Jacksonville, the morning will be devoted to “What Jewelry 
Fashion Week (Oct. 3-8) Can Mean to You—The Jeweler.” Oscar Kind, 
Jr., of S. Kind & Sons, Philadelphia, chairman of the Jewelry Industry 
Council, will preside over this discussion. It will feature an address by 
Charlotte Thompson, director of the Fashion Coordination Institute of 


@ SUNDAY, Aug. 14 
Directors’ meeting, Palm Room, 10 a.m. 


® MONDAY, Aug. 15 


CONVENTION PROGRAM 10 a.m., general meeting, Starlight Roof. Address of wel- 


Helen E. Murphy 


come by Oliver A. Jenkins, RJA president. Jewelry Industry 
Council forum, led by Oscar Kind Jr., JIC president. Ad- 
dress by Charlotte Thompson, “What Jewelry Fashion 
Week Can Mean to You”; planning reports from various 
jewelers for Fashion Week; film showing fall styles in 
jewelry and clothing 





James C. Lucas Charlotte 
Lo TL TY Ie 


Thompson 


Se ae 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1960 





the JIC. Also slated is a report from a special 
panel of jewelers on specific plans which their 
stores will use to capitalize on Jewelry Fashion 
Week, and a color film showing new styles in 
jewelry and clothes. The RJA calls this presen- 
tation on Jewelry Fashion Week “a vivid and 
meaningful preview of a nationwide program 
backed by manufacturers and by wholesalers and 
by retailers, that aims to increase sales of all 
types of women’s jewelry in all price ranges.” 
See story on page 108, giving full Fashion Week 
details. € Tuesday morning, Aug. 16, top execu- 
tive and editorial personnel of Bride’s Magazine 
wi!l lead off with a half-hour lecture and slide 
presentation on “The Booming Bridal Market,” 
followed by a question and answer panel discus- 
sion. Robert M. Thorsen, advertising director of 
the magazine, will speak. Bride’s Magazine per- 
sonnel on the panel are: Wells Drerbaugh, Jr., 
publisher; Helen E. Murphy, editor-in-chief; 
Mary Green, associate home furnishing editor; 
and Edna E. Weathers, director of merchandis- 
ing. After the panel discussion, Barbara Finlay, 
home furnishing editor of Seventeen Magazine, 
will describe “The Teen-Age Jewelry Market,” 
offering ideas and suggestions for the presenta- 
tion of jewelry to the youthful buyer, and an 
analysis of teen-agers’ tastes, preferences and 
motivations. The morning session will conclude 
with a discussion of the jewelers’ group life in- 
surance program. On Wednesday morning, Aug. 
17, engineers from Sylvania Electrical Products, 
Ine., will discuss “Proper Store Lighting Means 
More Sales.” Alfred J. Rugo, eastern regional 
engineer for Sylvania, will moderate the discus- 


10 a.m., Advisory Council meeting, Palm Room 
12 m.—Luncheon in Peacock Lounge for wives of direc- 
tors and Advisory Council mem 


@ TUESDAY, Aug. 16 


10 a.m., general meeting, Starlight Roof. “The Booming 
Bridal Market,”’ Bride’s Magazine; “The Teen-Age Jewelry 
Market.” Seventeen Magazine; jewelers’ group life in- 
surance program. 

7 p.m., reception and banquet, grand ballroom, Hotel 
Astor 


Barbara Finlay 


Oliver A. Jenkins 
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sion, which will cover means for effective light- 
ing of window and in-store displays, and answer 
questions on jewelers’ individual problems. After 
the lighting seminar, Ted Caldwell, manager of 
Parade, the Sunday newspaper magazine supple- 
ment, will give his slants on how to develop 
“Extra Retail Dividends From Sunday Supple- 
ment Ads.” @ Senator Kenneth B. Keating 
(R., N. Y.) will speak at the annual banquet 
Tuesday evening, Aug. 16, in the Grand Ballroom 
of the Hotel Astor. A cocktail reception in the 
hotel’s Coral Room will precede the banquet. 
Earlier that day, alumni of the NYU-Bulova 
jewelry courses will get together. All retail jewel- 
ers interested in the courses are invited to join 
the gathering in the Waldorf’s Palm Room. James 
C. Lucas, managing director of the Indiana RJA, 
will preside at a meeting of the Advisory Council 
of State Associations on Monday. The Council 
represents organizations in 36 states and the Dis- 
trict of Columbia. The convention will conclude 
Thursday, Aug. 18, with the annual business 
meeting of RJA members, President Jenkins pre- 
siding, followed by a directors’ luncheon and 
meeting. The board will also meet at an all-day 
session Sunday, Aug. 14. Zee 


To assist your planning for Fall and Christmas, don’t 
miss the following in this issue: 


Names of manufacturers, importers and wholesalers 
exhibiting at the Waldorf-Astoria, pages 106-107. 


The big idea behind “Jewelry Fashion Week’’—to 
persuade women to buy more jewelry for themselves, 
pages 108-109. 


“The Anatomy of Fall Fashions,” pages 110-111. 


@ WEDNESDAY, Aug. 17 


10 a.m., general meeting, Starlight Roof. “Proper Store 
Lighting Means More Sales,” Sylvania Electric Products; 
“Extra Retail Dividends from Sunday Supplement Ads,” 
Ted Caldwell of Parade magazine. 


e THURSDAY, Aug. 18 


10 a.m., annual membership meeting, President Jenkins 
presiding, Starlight Roof. 
1 p.m., Directors’ luncheon and meeting, Palm Room 


Oscar Kind, Jr. Senator Keating 





EXHIBITORS AND LOCATIONS AT RJA'S NEW YORK SHOW 


Key to symbols: 


Accro Watch Co., 
Adams, William, 
Adler, Albert 
Admark .(See Albert Adler) 
I EET, Peer Room 925 
Adwar Jewelry Co. 
(See Jewelers Guild, Inc.) 

Aetna Creations, Inc. 
Aisenstein, Louis, & Bros., 
Alsten Company, The 
Altheimer & Baer, 
Allsopp-Steller, Inc...(See Krementz & Co.) 
American Charm Corp.....B-13, B-14, B-15 
American Lip Corp................... 213 
Arbor Jewelry Co 
Argentum Silver Co...............315, 
Arlen Trophy Co 
Arm of Retail Merchants, Inc... Room 066 
Aronow Jewelry Co... (See Jewe ‘lers Guild) 
Arpeggio Watch...(See Croton Watch Co.) 
Artcarved....(See J. R. Wood & Sons, Inc.) 
Artex Hungarian Foreign Trading Co. 

(See Bartlett & Partners, Inc.) 
Atlantic Jewelry Co................. M-123 
Avedon Mfg. Corp. , B-2 
le EE SI cia ccnsceciedudcun 135, 136 


oe 


Sf OS 5 eee aa 64 
Baden & Foss Co 
Baker Setting Division 

(See Engelhard Industries, Inc.) 
Ballou, B. A., & Co., Inc.. Suite 912, 914, 916 
Bartlett & Partners, Inc.............. M-114 
Basilica Rosary Co..(See Ferri Breos., Inc.) 
Bates, C. J., & Son 
Baumstein & Feder..... Suite 942, 944, 946 
Belforte Watch Co. 

(See Benrus Watch Co., Inc.) 
PE oe epee E-18 
Benrus Watch Co...Suite 951, 953, 955, 957 
Berco, Inc. ....(See Enicar Watch Corp.) 
Berg Selector Co 
Berman Watch Co.. 

Berwin Jewelry Co.., 
Blackman, W. & S. Co. 
(See Frank M. Whiting & Co.) 
Boardman, J. C., & Co.... .329, 330 
Boner, M., C : 
Bradley Time Corp 
Bride’s Magazine 
Registration 

Broadway Ornamental Products, 
Brown & Graveson, Inc 
Bufkor, Inc. ...... 77, 78, 81. 
Bulova Watch Co. 

4J, 4K, 4L, 


Area, 2nd Floor 
Inc....245 

4-N, 4-P 
82, 88, 89, 90 


iM-1, 4M-2. 4M-3 


Cardinal Electronics Co............... 137 
Caribe Time Products, Inc .39 
Central Business Machines Corp..... M-122 
Charm King . 
Chesterfield Jewele Ts, 
Chronos Clock Corp 
Church & Co 
Citron, J. H., & Son... T-2 
Clebar Watch Co...(See Zodiac Watch Co.) 
Coehler, Henry, Co., Inc.....Rooms 906, 908 
Cohen, A., & Sons Corp.....Jansen Salon & 
Blue Room: 4-U-1 & 4-U-2 
Cole Steel Office Machines, Inc 
College Seal & Crest Co. 
(See Jewelers Guild, Inc.) 
Color-Mail, Inc......... Rooms 893, 894, 895 
Columbia Diamond Rings 
(See Inc.) 
Columbia Silver Co.. , 317 
Columbus Show Case Co......... 103—108 
Consolidated S. M. Corp 
Continental Merchandise Co.. 


Axel Bros. be 


230, 231 


Inc... 


106 


B—Basildon Room; E—Empire Room; 


J—Jade Room; M—Mezzanine; 


Coro Fashion Watches, Ltd.....T-13—T-16 
Coronet Jewelry Mfg. Co. 
(See M.Z.M. Sales Co.) 
Corum Watches 
(See Tessco Jewelry Creations) 
Crown Luggage ae Inc 115 
Crown Silver, Inc.. 
Ces a ss nk bak ne odin Geshe 132 
Cuckoo Clock Mfg. Co., Inc 70, 71 
Cultured Gem Stones, Inc......... 234, 235 


Davidson & Sons Jlry Co., 
Decor Jewelry Co 

Deltah, Pearls By 
Dennison Mfg. Co 
Dershowitz, L., & Co 
Delaware Wate h Co. 

(See A. Schwarz & Son, Inc.) 
ee oe + eer 
Diamond Manufacturers & Importers 

Association of America, Inc.......M-201 
Diehl & Junghans Clocks 
(See Chronos Clock Corp.) 
"tf. og? ree . 45 
Doskow, Lenore, Inc.............. 332, 333 
Doxa Watch Co., Ine 


Edison Sewing Machine Corp. 
(See Royal Sewing Machine Corp..) 

Elgin National Watch Co. 

401, 402, 407, 418, 419, 4-V-2 
Empire Holloware Co., Inc.............. 93 
Endura Time Corp. (See L. Harris Co., Inc.) 
Engelhard Industries, Inc 
Enicar Watch Corp 
English Silver Mfg. Corp 
Enzeco Distributors, Inc 
Esme Designs, 
Eton Jewelry Mfg. Co. 
Eton Watch Bands 

(See Eton Jewelry Mfg. Co.) 
UN: SOE Tid nk £cdde sesh See 40 


(savneevennweea M-107 
..B-4, B-5 
.216, 217 


Faer-Lessman Corp. 
Fagen & Stahl 
Fairbanks Ward Industries, Inc... 
Falcon Stone Ring Mfg. Co., Inc. 

(See Karlan & Bleicher, Inc.) 
Feature Ring Co..........Suite 8E, F, G, H 
en eee 
ll GOS Se Eee 
Felco Cultured Pearls..............M-116 
Felsenfeld, Jack J., Inc.......Suite 8L, 8M 
Ferri Bros., 
Fiddelman, J., & Son, Inc. 

(See Lohengrin Ring Co.) 

Fleischmann, Louis 
a! fe ae Rooms 91, 
Tee, Gee aa HO, v's cewaddcdvewcen E-12 
Forestville Clock Sa a a 118, a 
Forman-Cutler Co.. 
Forstner, Inc. ... ee 69H 
Frackman, Harry & Ben, 


Frene, Bee, Bk c cccows dues .30, 31 


Geen Futionst Ries: (24... . cavvaainaeri 226 
Gemex Corp., The... .Suite 9R-9S-9T, 74, 75 
Gemological Institute of America, Inc...76 
General Charms, Inc.......... 85, 86, 87, 91 
General Electric Company, Clock 

& Time Dept. ', 68 
Gift Box Corp. of America........... M-105 
Gilbert Displays, S. Ralph........... M-124 
CORGROP BERG, Gai icscccscccescceses M-219 
Gold Filled Mfgrs. Association....211, 212 
Goldcraft Jewelers 100 
Golden Shield Corp. 
Goldstein-Gerson Co., 


S—Sert Room; T—Terrace; 


U, V—Crane Suite 


Goodman & Co 

Goodson Mfg. Co..... (See Goodman & Co.) 

Gorham Co., The 

Suite 877, 879, 881, 883, 885 

i . . deaeeeeen 60 
Room 601 

Suite 794-795 


Gorman, Henry, 

Gotham Watch Co. ., Ine 

Graff, Washbourne & Dunn.... 

Gruen Watch Co., The 
T-3—T-12, E-27—E-30 

Gutschneider, Jack, Jewelry Co., Inc..... 13 


i Ce, oven scwiwadapenases 232 
Halpaige Watch Co., Inc.... 
Hamilton Watch Co. 

403, 404, 408, 409, 414, 415, 416, 417 
NE TE, : on dcnenccovaveeseess 23 
Harlee Creations, Inc.. 
Harpers International, eee tee M- 129 
OE te ere rrr 51 
Hartsell Laboratories, Inc.. 

Hasselbring Silver. (See Crown Silver, Inc.) 
Heart O’ Romance... Room 986 
Hermesonic Co.......... (See New Hermes 
Engraving Machine Corp. ) 
anes - DOU Take ic cd cucedctsedaves 
aes 08 Cae. BOs os. . ove swieeds M- 127 
Huye Space Saving Box Sy stem, Inc..98, 99 


Ikora Importers, Inc , 
Imperial Lamp & Shade Co............ 203 
Imperial Pearl Syndicate, Inc. 


Suite 978, 980, 982 
39 


Incabloc Corp. 
International Silver Co., The 
Iris Floating Opals......... (See oe D. 
Schindler Representatives) 
Iroquois China Co 
Irwin, Bob, Products 
(See Frank M. Katz, Inc.) 
ere Perr S-27 


Jaffe, A., & Sons, Inc.....Rooms 967, 969 
Jayposen Charm & Jewelry Mfg. Co..... 61 
Jewelers’ Buyers Guide............. M-100 
Jewelers’ Circular-Keystone ........... 237 
Jewelers’ Consultants, Inc...Rooms 947, 949 
Jewelers Guild, Inc., The 
B-7, B-8, B-9, B-10, Suite 814-816 
Jewelry Industry Council 236 
Jones & Woodland Co.. (See Krementz & Co.) 
Jordan’s Importing Co.............2-. S.33 
Junghans & Diehl Clocks 
(See Chronos Clock Corp.) 
Juvenia Watch Distributors 


(See Halpaige Watch Co., Inc.) 


A Es errr 311, 312 
Kahn-J acobson, 
Karlan & Bleicher, “ety 
Kaspar & Esh, Inc.. 
Katz, Frank M.., 
ON ge rrr 239 
Kelbert Watch Co. 
(See Caribe Time Products, 
Kessler Bros. 
Keystone Camera Co., 
Keystone Silver, Inc. 
Klang, W., Jewelry Mfg............... "220 
OE, ee ere 
Koch, Fred J., Imported Clocks........ 204 
Kousin Jewelry Co. 
(See Jewelers Guild, Inc.} 
Kowa American Corp .150, 151 
Krementz & Co Rooms 900, 902 
Krementz Jewelry Co. 
(See K. S. K. Jewelry Co., 
Kritzer, Irving 


(See K. S. K. Jewelry Co., 


Suite 867-869 
 Reome 993, 994, 995 


Inc.) 


Inc.) 


Inc.) 
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Sy} 2 a. Saeerrrorrrre 111, 112 
Lampl, Walter .. (See General Charms, Inc.) 
Landau, Max, & Co., Inc 
NY} SaaS eee 
Langer, Myron 
L’Argene Products Co.., 
Laytan Jewelers, Inc. 
Lazarus Jewelers, Inc. 140, 141 
Lederer, Victor, C a y 
Lehman Bros., Silverware Corp.... .: 310 
Oe GE SE ee a er 224 
Levin, Jake, & Son, Inc 219 
Lieber & Lerner 904 
Lifton, Harold, Co.., 210 
Lignum-Vitae Products Corp......... eo 102 
Linde Co.—Div. of Union Carbide c orp... 5-32 
Lona Mfg. Corp . reorge P. 
Schindler “wane sentatives) 
Lohengrin Ring Co............Suite 768-770 
Longines-Wittnauer Watch Co, Inc. 
Suite 866, 868, 870 
Longwood Radio Distributors, Inc. 
(See Kowa American Corp.) 
Louvic Watch Co.... Room 923 
Lovebright Diamond Co., Inc..Suite 815, 817 
Lucien Piccard Watch Corp 6, 15 
ee Oe OE ee re 96 
Luria, L., Son, Inc...Chinese Room & Salon 


M. G. M. Jewelry Mfg. Co., Inc. 
(See Jewelers Guild, Inc.) 
Creations, Inc........306 
M & N Silver....(See Jewelers Guild, Inc.) 
M. Z. M. Sales Co.... Room 812 
Maharam Fabric Corp..............¢: M-204 
Mansfield Holiday Corp.. a 
Marathon Co. 
Marhill Co., 
Matisse, Ltd. 
(See Renoir of California, Inc.) 
Matsu Pearl Importing Co........... M-202 
Mautner Co., Inc.., . 50 
Medana Watch Co. 
(See Louis Aisenstein & Bros., Inc.) 
Meeker Co., 
Mele Mfg. 
Mercury Ring Corp 
Milber Watch (See Berman Watch Co.) 
Minox Camera Co.. (See Kling Photo Corp.) 
Moba Jewelry Corp 
Model Jewelry store 
Modern Onyx Mfg. Co., 
Monte Jewelry Mfg. Corp.......... 
Monteray Jewelers, 
Morel Jewelry Displays, Inc. 
Morley-Crimi 


M & M Jewelry 


103-108 
..116 
331 


.Rooms 941-943 


J. Jewelry Mfg. ..M- 120 
Napier Co., ° 

Nash, House 

National Jeweler Magazine 

New Hermes Engraving Machine Corp. .55 
Nils-Johan..(See Swedish Metalcraft, Inc.) 
North American Philips Co., Inc.....47, 48 
Norelco..(See North American Philips Co.) 


Oneida Silversmiths 
Overocean Clock 


ieeadedeens E-3—E-1] 


Page, E. F., Co.. (See Van Dell Corp.) 
Paramount Wedding Ring Co..... Room 950 
Parisian Jewelry Creators... 
Parker-Allen Industries 
Parker Pen Co., The 
Pearl, Erwin 
Philco Corp. 
Philips Mfg. George 
Schindler liepresentatives) 
Photo-Sculpture, Inc. 

(See Honora Jewelry Co.) 
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Oe TT ere en ee aE om M-203 
Pomerantz, Reuben Co., Inc. 
Carpenter Suite & Foyer 
Portinoux, Paul, Watch Co. 
(See A. Schwarz & Sons, 
Posner, J., & Sons, Inc. 
(See Jayposen Charm & Jewelry Mfg.) 
Present Trading Corp. 


Inc.) 


Queen Lace Co. 


Rachmuth Bros. 
Raimond, Inc. 
Raimond Sterling (See 
Reed & Barton Silversmith... 
Reese Jewelry Corp 
Reich, M. A., Co., Inc.. 
Relide Clock Co.......... 
Remington Rand Dealer Sales, 
Sperry Rand Corp 
Remington Rand Electric Sever, 
Sperry Rand Corp 
Renoir of California, 
ene: Pe Ce eg ek an 221 
Retailer's Marketing Guild, Inc. 
M-117, M-118, Suite 880-882 
Revere Silver Co... (See Crown Silver, Inc.) 
Richie Premium Corp. 
(See Brown & Guavenson, Inc.) 
Rings of Memory Co. 
(See Harry & Ben Frackman, Inc.) 
R-K Publishing Co. M-125 
Rocket Jewelry Box, Inc. 
(See Standard Unbreakable 
Watch Crystals, Inc.) 
The ........6&, ES 


Raimond, Inc.) 
Suite 779-781 

Room 945 
..Suite 907-909 
ce ena E-19 
Div. of 


Rockwell Silver Co., 
Robbin Products 
Robbin Products Merchandise Selector, Inc. 
(See Robbin Products) 

Robinco New York, Inc. ee 
SCE TEE LOC LEO RT TOS: 334 
Ronson Corp. 
Rose Crystal Import Co., 
Rothman Charles Co. 
(See George D. Schindler Representatives) 
Rotkel & Landy B-12 
gS OE eer 
Royal McBee Corp 
Royal Porceiain Mfg. Importers 

(See Ikora Importers, Inc.) 
Ds CM... coos wWeasneebasa nee B-6 
Royal Sewing Machine Co., Inc.......M-108 
Royal Zircon Co. 


(See E. 


“|S. M-103 


S. Feinstein & Co.) 


Sacks, H.., ia 
Sarkin, David. Inc Rooms 979. 981 
Sauteur .(See Renior of California, Inc.) 
Savoy Watch Co., Inc Room 965 


Schick. Inc 


Representatives 
Room 963 


Schindler, George D.., 


& Sons, Inc. 

(See Gem Platinum Mfg. Co.) 
A. & Son, 79, 80 
Corp see Spincraft Corp.) 

.120 
oe E-20, E-21 
E-16, E-17 


Schliff, J.. 


Schwarcz, 
Scintillite 
Selsi Co., 
Semca Clock Co.., 
Sessions Clock Co......... e-15, 
Seth Thomas Clocks 

Shefheld Watch, Inc. 
Shriro, Inc 

Shwayder Brothers, 

Siamese Imports Co., 
Silver City Glass Co., 
Silverite Co. 
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Inc.. 
(See Henry Coehler Co., 

Sinzheimer, Hans. 

Sloan & > Juucien Piccard) 

Solow, Harold & Co.......... 

Sony Radio Corp. of America .......... 131 

Sovereign Watch Co. 


(See Benrus Watch Co.. Inc.) 


Speidel Corp 
Spincraft Corp.... 
Standard Unbreakable Watch Crystals, 
Star-Lite Merchandise Co.............. S-7 
Stern & Stern, Inc....(See Jewelers Guild) 
Steven, David, G., Inc ep ye ee 138, 139 
Storti, Jack R (See The Hadley Corp. ) 
Stratton of London, Inc. 
Suber: Brothers 
Sunbeam Corp 
Superior Chain Co., 
a a rr rrr rr re 32 
Supreme Cutlery Corp 
Sussex Watch (See Croitoa Watch Co. ) 
Swedish Metalcraft, Inc. 
Se I, is gn vn 6 vcesdecceds 43 
Symphonic Phonograph Corp. ......... 137 
Syndicate Diamonds, Inc. 

(See Lohengrin Ring Co.) 


Syracuse Ornamental Co., Ine. E-l, E-2 


Tane Rings (See B. Tanenbaum & Co., Inc.) 
Temomowt, Bis & Ciic onic 6s dececincdece 83 
Tanz Philip, Co., 201, 202 
Taris Imports, Inc... , M-110 
Taeen Sere, Bs cs wctccntaca M-l1l1, M-112 
Teena Creations, -2: 
Telchin. Charles S., Architect, Telchin 
Campanella, Architects 101, 102 
Telectro Tape Recorders .............. 37 
Tessco Jewelry Creations .............-- 25 
Tishman & Lipp 
Carpenter Suite & White Room 
Meyer & Nebenzahl saat 
Toshiba (See Transistor World Corp. 
Towle Silversmiths. . Suite 842-844-846 
Town & Country Jewelry & Import Co..M-217 
Transistor World Corp 
Trivette Jewelers 


Tobias. 


Ultrasonic Industries, 
Underwood Corp. 
United States Time Corp...........53, 


Vacheron & Constantin-Le Coultre Div. 
Longines-Wittnauer Suite 866-868-870 
(See Longines-Wittnauer Watch Co., Inc.) 
Van Dell Corp Suite 901-903-905 
Vendome Coutier Jewelry 
(See Coro Fashion Watches, Ltd.) 
Vibrograf Corp...... (See Incabloc Corp.) 
Victorian Jewelers 117 


Villereuse Watch Co............. Room 948 


> Se ..-M-201 
Affiliate of Hamilton 
‘atch 


Brothers Mfg 


Silversmiths 


Wallace 
Wallace 


Watchmakers of Switzerland, The 
ll, 12, 110 
Waterman-Bic Pen Corp 
Wedding Bells Diamond Rings 
(See Reese Jewelry Corp.! 
Weissman Watch Corp.. - 
Welby Corp (See Bradley 
Welsbro Watch Corp. 
(See Weissman Watch Corp.) 
Admiration Jewelry Co 2 
Div. of General Time Corp. 
26 & % of 27 


r Time Corp.) 


Werbach’s 


Westclox, 
Whiting & Davis, Inc. 


(See Superior Jewelry Co.) 

Whiting, Frank M., & Co. 
Park Lane Hotel-Petit Salon 

Wideband Jewelry Corp. 

(See Jewelers Guild, Inc.) 
Winard, Inc 7, 228 
Winston, Harry, Loose Diamond Div...Suite 
ee ke he dee Dina 229 
Wood, J. R., & Sons, Inc.....Suite 915, 917 
Wyler Watch Corp 


| Oe Seegeras er 128 
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CHARLOTTE THOMPSON, 
director, Fashion 
Coordination Institute 


“National Jewelry Fashion Week,” Oct. 3-8, will 


spotlight jewelry’s place in fashion picture, and help retail 


jewelers to become fashion authorities themselves 
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Campaign urges women to buy 


more jewelry for themselves 


® EIGHT WEEKS FROM NOW the leaves will be turn- 
ing red and gold... and a new concept in jewelry 
merchandising will be offered to retail jewelers 
and to America’s womanhood. Appropriately, it 
was a woman who created the plan; she is Char- 
lotte Thompson, director of the Fashion Coordi- 
nation Institute of the Jewelry Industry Council. 

Through television, newspaper and magazine 
publicity, and with selling aids and merchandis- 
ing guides, Mrs. Thompson and the FCI will 
advance this two-fold proposition: 

(1) That the American woman needs, and 
should purchase herself, the jewelry accessories 
which will put her in the fashion limelight. 

(2) That the retail jeweler should make him- 
self sufficiently knowledgeable in the fashion field 
... so that he can sell the American woman the 
jewelry which will add the final touch to her new 
fall clothing. 
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“National Jewelry Fashion Week,” Oct. 3 
through 8, will be the vehicle for Mrs. Thompson’s 
campaign. Its slogan will be “Jewelry Sparks the 
Difference in Your Fashion Look.” Sponsorship 
and financial backing comes from jewelry manu- 
facturers, wholesalers and suppliers. 

Participating in, and sharing the fruits of, the 
promotion will be retail jewelers, department 
stores, and specialty shops. But Mrs. Thompson 
emphasizes that the man who needs the promo- 
tion most is the retail jeweler. “The campaign is 
aimed especially at him,” she says. 


Get In... Or Lose Out 
Oscar Kind, Jr., chairman of the Jewelry In- 
dustry Council, who has worked closely with Mrs. 
Thompson on several phases of the promotion, 
adds this warning: “If the jeweler isn’t aggres- 
(please turn to page 151) 
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he Anatomy 


Women appreciate guidance in picking 


them— with these tips, you will sell 


@® BRAIN-STORMING SESSIONS, association meet- 
ings, salesmen’s get-togethers—all of these have 
been dissecting the role of the jeweler in an era 
when marketing is moving in new directions. 

Whether it is a discussion of carrying charges. 
department store competition or suburban versus 
downtown, one fact holds true: the jeweler, 
whether or not he realizes it, is in—must be in— 
the business of selling fashion. 

It is healthy that the better department stores 
have moved into the distribution of karat gold 
and diamond jewelry. This new competition is 
beginning to prod the jeweler into a productive 
uneasiness which makes him more critical of his 
inventory. He is beginning to learn where his 
strengths and weaknesses lie. 

Alert retail jewelers know that they are in a 
position of strength in today’s market when they 
carry jewelry that in color and design is virtually 
‘“‘made for” this fall’s suits and dresses. They are 
in a position of weakness, though, when they are 
unable to sell the merchandise factor in which 
most women are most interested—fashion. 

For decades, the jeweler has had an enviable 
reputation as an authority on quality and work- 
manship. To this established reputation he must 
add that of advisor in fashion. He must be able 
to help a customer choose the right jewelry at the 
right time in fashion’s calendar. 

This year, without help, the customer can 
easily guess wrong in jewelry. The styles are ex- 
treme, lavish, and, on the wrong person, almost 
grotesque. The five-foot-one-and-under gal, be she 
For Miss Tall and Slim—Huge, gypsy-styled, stone-set 16 or 60, cannot wear a seven-strand, 20-inch, 
earrings. Seven-strand, colored-stone matinee (20-in.) matinée-length necklace. She can, however, look 
necklace. A wide, dramatic cuff-bracelet. A ring with , , 
stone of impressive size, mounted high above its shank. very avant garde with a two-strand, 20-inch neck- 

lace of perhaps seven millimeter baroque cultured 


At waistline, a pin that looks like a concave wagon 
wheel. All are fashion right for women with this figure. pearls (available in small-size prices as well). 
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By Jerry Gewirtz 


Fall Fag 


jewelry that will "do something" for 


more jewelry .. . to happier customers 


The jeweler must know this; he must know 
both fashions generally and the fashion require- 
ments of each particular customer. 


For Neck and Ear 

The big story for fall is necklaces and earrings. 
Large, Gypsy-inspired hoops introduced last year 
have matured into a trend. Clusters, too, are 
bigger than ever. 

Necklaces round out the big jewelry story. 
They have not been so brilliant, newsworthy or 
long in a decade. There are collars of mesh chain, 
bibs of golden ropes, seven-strand bibs in the 
matinée length of 20 inches, multiple-strand 
beads in precious and simulated ruby, sapphire, 
emerald, quartz, cats-eye, turquoise, lapis, jade. 

The longer, more supple, dropped bodice in- 
spired the lengthened necklace. The cardigan 
neck (that rims the throat like the unadorned 
collar of a cardigan sweater) is a headliner; it 
invites masses of beads cascading over the front 
of the dress or suit. Other important necklines 
feature the stand-away cardigan that sits back 
away from the line of the throat and makes the 
neckline look bare unless it is filled with a collar 
of beads, pearls or chain. 

Do sell huge hoop earrings to the tall, slim, and 
vouthful customer. Sell her heavier counterpart 
a modified wedding-band-type hoop or a slightly 
oversized cluster of beads, stones or pearls. 

Do talk up the new 20-inch matinée necklace. 
Sell the handsome woman a seven-strand bead 
model; her small friend a two-strand 16-inch 
necklace with pearls in smaller proportion. 

Do talk about the color of beads to the gal who 
should wear a shorter necklace or a two-strand 
choker. Precious beads worn alone or in partner- 

(please turn to page 154) 





























For Miss Short and Plump—Up-tilted earrings and match- 
ing pin create an illusion of height. Earrings have open- 
work strands of 18k, ornamented with diamonds. Two- 
strand necklace is of cultured pearls in a small, uniform 
size. Stiff, wire-like bracelet with charm and dinner ring 
with oval diamonds make arms and hands look sylphlike. 
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m® Can 

mm ©6\Vails 
save 
Downtown 
Business? 


Jewelers in Kalamazoo and 
Toledo say “Yes” after their 
own happy experience, when 
parklike grass and trees, 
fountains and play areas re- 


placed car-jammed streets 


By DONALD A. DOWDEN 


Kalamazoo’s pioneer permanent mall, here in Christ- 
mas dress, has boosted shopper traffic 30 per cent. 
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Center stage is rented by Kalamazoo to merchants for displays, is also 
used for outdoor concerts. Income helps pay for upkeep of landscape. 


@® THE SUBURBAN YOUNG LADY in the Bermuda 
shorts packs her children into the car, cruises 
disdainfully past two sprawling shopping centers, 
whips down an expressway into the heart of the 
city. She parks easily, walks a short block, de- 
posits her youngsters on a supervised playground, 
then strolls casually shopping along one of down- 
town’s grassy, tree-lined promenades. 

To most downtown shoppers—and merchants— 
this is the reckless kind of daydreaming that can 
get you run over, particularly if you do it on one 
of their cities’ horn-blaring, traffic-ridden, no- 
parking, pell-mell streets. 

Most downtowns are on the horns of a di- 
lemma: cars, cars everywhere, and not a place to 
park. 

Everyone agrees that downtown has a problem: 
streets that have become to narrow; too-few and 
too-expensive parking facilities; a record number 
of impatient cars, no swift connections with high- 
ways leading in and out of the cities. 

Almost everyone assumes that the problem is 
insurmountable. But recently, an eyes-open few 
of the nation’s cities have acted to protect down- 
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town sales volume and property values. Their 
goal: to lure shoppers in from suburbia. Their 
weapon: malls, with grass and park benches; 
plenty of parking space near-by; and easy access 
by highway to and from the suburbs. 

For downtown merchants, including downtown 
jewelers, what chance has the mall of reestablish- 
ing downtown USA as the place to shop? And how 
does a city go about setting up a downtown mall 
program ? 

In 1956, Kalamazoo, Mich., took a long look at 
its downtown self, saw that even though since 
1950 it had tripled its size, and that it now served 
a trading area of 250,000 people, still sales were 
dropping off, and property values had decreased 
$1 million in a single year. Disquietingly, too, 
many established businesses were drifting to the 
suburbs. 


How to “Use” a Street 


Aroused, merchants and civic fathers formed 
Downtown Planning Committee, Inc. By spring 
1957 they had collected $40,000 in contributions, 
with which they hired a consultant firm to give 
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Toledo’s experimental mall had playground for children, park benches, 


flowers. Citizens donated services, 


them a plan. A year later, they were looking at 
“Kalamazoo 1980,” an ambitious vision of an auto- 
free downtown, with grass-carpeted pedestrian 
malls, vast off-street parking facilities, swift new 
highways spoking off in all directions from the 
heart of the city. 

In April 1958 the City Commission adopted the 
plan “in principle.”” There were problems. Could 
the city legally stop traffic on the proposed two 
mall blocks on Burdick St? A provision already 
in the city charter stated that it had the right to 
regulate the “use” of its streets. 

Who should pay for the mall and how should 
the cost be shared? Estimate to build the two 
blocks was $65,000, which included cost of off- 
street parking spaces. The city agreed to finance 
$30,000, plus $5000 for a revolving stage which 
they would lease; the merchants and property 
owners were assessed by square footage of land 
for the remaining $30,000 (largest assessment 
$3100, smallest $122). 

How would stores get supplies? In the longer 
of the two blocks, an alley behind the stores was 
used. Deliveries to stores on the shorter block are 
made from the ends at off-peak hours. 

On June 1, 1959, construction of the mall began 
on the 960 feet of Burdick St. On Aug. 19, some 
25,000 persons were on hand for the official open- 
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materials to cut mall expenses. 


ing of the first permanent downtown mall in the 
U.S., saw multi-colored cement blocks, wide grass 
walkways, trees, flowers, shrubs, drinking foun- 
tains, a play area for children, telephone booths, 
reflecting pools, park benches, the revolving stage 
-—and not a car anywhere! 

“The city has done an outstanding job,” says 
Hamilton Jewelry, one of several jewelers on the 
mall. The owner of Hamilton concedes that the 
parking problem is still acute, but hopes that the 
other phases of the master plan will remedy that. 

Hamilton’s sales, down 14.9 per cent through 
May, jumped with the opening of the mall. “And 
they’re up 27 per cent for the first quarter of 
1960.” 

Activity at Shumaker’s Jewelers, also on the 
mall, increased some 7 per cent since the mall 
opening. Williams & Co. sales were also up, but 
‘not enough to mention,” says owner Carl V. 
Reck. 

Reck, who is somewhat skeptical about the long- 
range power of the mall to increase sales, never- 
theless admits that it’s “nice to be where your 
customers can wander around like in a park.... 
We have a fountain in front of our store, and 
music all day long [merchants pay a small fee 
toward the Muzak piped music system].” 

None of the stores polled by JC-K saw any 
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disadvantages to being on a mall. And all agreed 
that a store on a downtown mall has a distinct 
advantage in location over a store in a suburban 
shopping center. 

Said Hamilton Jewelers: “People like to shop 
in more than one store, and most of the jewelry 
and other stores are downtown.” “I think,” said 
Mr. Reck, “that a store in any downtown location, 
be it ona mall or just downtown, has an advantage 
over a suburban shopping center.” 

Rents have not gone up on the mall, although 
taxes have been getting steadily higher down- 
town generally, for years. “So far all we’ve paid 
is a small Downtown Kalamazoo Association dues, 
plus a small Muzak Music charge,” says Shu- 
maker’s Jewelers. 


More Out-of-Town Customers 


The city itself notes that pedestrian traffic in 
the mall area has increased 30 per cent, that 
people tend to walk more slowly on the mall than 
on car-jammed streets, that 37 per cent of the 
people will cross from one side to the other of the 
mall in a single block. 


A sample survey of stores on the mall indicates 
a 7-10 per cent increase in number of out-of-town 
customers using store charge accounts. And down- 
town parking lots have been 10 per cent busier 
since the mall was opened; cars also stay in the 
lots slightly longer than previously. 

Big problem, of course, is still the traffic routing 
and the lack of close-in parking. However, there 
is evidence that the people of Kalamazoo are also 
interested in keeping downtown strong: on the 
day after the opening of the mall, the city floated 
bonds, sold $675,000 worth, enough to build some 
250 new parking spaces. 

Kalamazoo is the first, but not the only, city to 
conceive of malls. A recent article in Life maga- 
zine notes that some 20 cities throughout the 
nation are actively considering similar downtown 
programs. 

Three weeks before Kalamazoo opened its per- 
manent mall, 40,000 citizens of Toledo, Ohio, were 
milling over four of its city blocks, admiring 
grass, fountains, and shrubbery that had been put 
in by workers in some 72 hours of non-stop work, 
for $15,000, as a 45-day experiment. 

(please turn to page 158) 


Toledoans flocked to exhibit of plan for permanent malls (behind sign). 
Survey is now being made of parking problem by professional consultants. 





A New England jeweler explains 


THE ARTL 


OF DIAMOND 


BUYING 
AND 


SELLING 


’ 


By WILLIAM PRESTON, SR. 
of F. J. Preston & Son, Inc. 
Burlington, Vt. 


The jeweler who would sell quality, must stock quality, 


subjecting every gem and mounting to the closest scrutiny 


The following is condensed from an address 
given by Mr. Preston at the recent Boston Con- 
clave of the American Gem Society.—The Edi- 
tors 


@ THE BEST SALESMAN in the world will not long 
succeed if his merchandise does not measure up 
to his customers’ expectations. 

At Preston’s, diamonds account for 42 per cent 
of our total merchandise sales volume. Our repu- 
tation depends on meeting the high expectations 
of our diamond customers. Therefore, as much 
care must go into the purchase of diamonds as 
into their sale. 

We find that stocking many unmounted dia- 
monds as well as mounted stones gives us a great 
deal of flexibility. With a large selection of plain 
and jeweled mountings and with a diamond 
setter on the premises, we are able to quickly 
mount the diamond which a customer selects. 
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However, a substantial amount of our engage- 
ment ring sales are in rings which we purchase 
already made up. When buying these complete 
rings, we insist on having an opportunity to see 
large selections of mounted diamonds. This way, 
if there are any nicks or chips on the center or 
side diamonds we can generally see them and 
either reject the ring or arrange to have the 
nicked stone replaced. 


Pre-mounting Examination 


Even though the stones are mounted, we can 
judge and evaluate the cclor, make and clarity 
fairly well. As a matter of practical policy, we 
will not sell or represent any stone to be flawless 
which we have purchased mounted as a complete 
ring. If we are going to warrant a stone flawless, 
we insist on being able to examine it before it is 
mounted. 

In grading stones in terms of the four “C’s,” 
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Two generations of a four generation jewelry success story, the William S. Prestons, senior and 
junior, of F. J. Preston & Son, Inc., Burlington, Vt. Gemological equipment shown is in constant use. 


we find a set of master diamonds an extremely 
useful tool for comparison in both color and cut- 
ting. And most customers are able to grade color 
fairly well when given a chance to compare loose 
diamonds with our set of master diamonds. 

Cutting, of course, can vary in many ways. 
However, with a set of master diamonds you can 
determine just how far away from ideal cutting 
vou wish to go with the stones you stock. We 
do not like to carry any stone which will not look 
as well after it leaves the store as it did at the 
time it was sold. Therefore we automatically 
eliminate from stock “fish eyes,” shallow or 
swindled tops, badly fractured edges, and lumpy 
stones (the latter usually may be recut into well 
made diamonds). 

When rating on the basis of clarity, we keep 
to as near flawless as we can, but stones with 
minor inclusions are acceptable if we need them. 
For the same reasons that we do not stock stones 
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of undesirable color or ones that are poorly made 
we avoid diamonds with noticeable inclusions. 
Nevertheless, if we get calls for stones of poorer 
quality, we can obtain them quickly on memo. 
Price per carat is considered after the other 
factors are brought into focus. When buying 
from dealers, we like a large selection to choose 
from, especially if we have to grade the stones. 
We insist on the right to select and purchase only 
those stones which we desire from a given lot. 
However, we are careful to leave in the papers 
the average weight of the diamonds comprising 
the lot. We think this is only fair. We would not 
like to buy all light weights, nor do we feel en- 
titled to select all the heavier stones in a paper. 
Mountings should be scrutinized as closely as 
the gems themselves. The prongs must be secure 
and not cracked, the mounting well made and 
with a substantial shank. Sides of head and 
(please turn to page 148) 
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Do’s and don'ts 
in window display 


Study these three pairs of windows. 


If you were a sidewalk shopper. 


which of them would catch your eye? 
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Don’t: sacrifice interest to the crudest sort 
of balance illustrated at left. The over all 
effect is dull, lifeless and mechanical; the 
eye has nowhere to go. 


Do: arrange your displays as an artist would 
the subject matter of a painting. The window 
below, for example, has a focal point in the 
grouping around the draped neckform in the 
foreground. Use of curved steps leads the 
eye into the window; artificial leaves break 
up the severity of the backdrop. Other con- 
tributions to texture and variety: merchan- 
dise displayed on cylinder elevations of dif- 
ferent heights; use of one large and one 
small copy panel in asymetrical balance 
rather than side by side. 
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By VIRGINIA DIXON 
JC-K Display Consultant 


@® MANY JEWELERS seem to have the idea that to 
have interesting and eye-catching window dis- 
plays, they must hire expensive talent to do the 
decorating and spend extravagant amounts for 
decorative materials. There also seems to be a 
feeling that these display efforts may well out- 
shine the merchandise—and that while the win- 
dow may be admired, it will not produce sales, 
whereas the old-fashioned, merchandise- packed 
display will at least bring in customers who wish 
certain specific items they have noticed in the 
window. 


Don’t: crowd together unrelated merchandise 
as does the window at right; here, without 
rhyme or reason, diamond rings rub shoul- 
ders with salt and pepper shakers, watches 
with a place setting, and a toaster with 
cocktail glasses. 


Do: group related merchandise as in the win- 
dow below, where jewelry, left, keeps its 
distance from flatware and a cocktail service, 
right. Harmony in the display is achieved 
through the slogan, “Autumn Fashions and 
Entertaining,” on the hand-lettered copy 
streamer looped around a sheaf of wheat. 
The latter is obtainable from your florist. 
Or you may substitute sprays of seasonal 


In the first place, any window which out-dis- 
plays its merchandise is not a sound merchandis- 
ing window, but there is a happy medium of dis- 
play effort in which decorative materials are used 
to attract attention and hold it—on the merchan- 
dise. Such results may be achieved with both a 
reasonable financial expenditure and a modest 
creative talent. Don’t let your windows sink into 
mediocrity when reasonable effort can pull them 
up into eye-catching and sales-compelling mer- 
chandising tools. 

Some of the comparatively simple changes that 
can be used to transform ordinary windows into 
really attractive and productive displays are sug- 

(please turn to page 120) 




















flowers, or other decorating material. 
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Don’t: concentrate your attention solely on 
the bottom of your window at the expense 
of the top. To do so is to risk the barren, 
half-finished look of the window illustrated 
at left, where only the floor does any work. 


Do: make full use of the upper half of the 
window as in the example below. Artificial 
tree branches are tacked against the back- 
drop; brooches, rings and earrings are pin- 
ned to velvet leaves. There are other ways 
to get the upper half into the act. For 
instance, shelves can be suspended by rib- 
bons or dowels. Or merchandise can be hung 
as “mobiles” on fine wire or ribbons. 
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DO'S AND DON’TS IN WINDOW DISPLAY 
(continued ) 

gested in the series of companion sketches shown 
with their explanatory captions. 

If you’re going to attend the RJA Convention 
in New York this month, why not visit some of 
the display sources in the city? They will be 
showing Christmas materials. You can select your 
display needs for the coming holiday season, and 
get acquainted with sources from which you can 
order other materials by mail through the year. 

Following is a list of houses which carry ma- 
terials of interest to jewelry stores all in 
New York City: 
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Allied Display Materials, Inc., 241 W. 23rd St. 
—Decorative materials of all kinds including 
flowers and foliage. 

Arts and Flowers Displays, Inc., 43 W. 56th 
St.—Artificial foliage and flowers and other dec- 
orative materials. 

Austen Display, Inc., 133 W. 19th St.—Back- 
grounds and decorative materials. 

Empire Display Mfg. Co., Inc., 45 W. 34th St.— 
Metal fixtures, including key poles. 

S. Liebmann Studio, 2647 Jerome Ave.—lInter- 
esting and unusual jewelry display forms. 

Mystic-Lite Corp., 230 Fifth Ave.—Decorator 


(please turn to page 157) 
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ALL-TRANSISTOR, BATTERY-OPERATED TAPE RECORDER 
Here's a new profit-maker from Telectro you can really ride along with . . . a truly deluxe, trans- 
istorized TWO-SPEED portable tape recorder — no larger, no heavier than a folding camera — at a 
mass market price. It records and plays anything . . . anywhere, operating off 7 tiny penlight batteries, 
rechargeable battery, mercury cell or an automobile cigarette lighter. It’s got the looks, the features, 
the performance and the quality-at-a-price that have made Telectro the fastest-growing, fastest-going 
tape recorder line in the country! 

At only $129.95*, complete with clip-on miniaturized microphone and 3” reel of tape, the new Telectro 
Telette is really going places. And you can ride along with it. . . right to the top! 


“prices slightly higher in the South and West 


the finest tape recorders made in America 


TELECTROSONIC CORPORATION. consumer products subsidiary of Telectro Industries Corp., 35-18 37th Street, LI.C.1, N.Y, 


JEWELERS’ CIRCULAR-KEYSTONE. AUGUST 1960 127 
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The novel smartness of modern Pom, a . CARIOCA 0640 _ Retails $10.95 T.I. 
i Pee KEYSTONE $8.50 Yellow and White 


women’s watchbands are featured in Pr. s ; 

an , | if f | SABRINA 0637 Retails $14.95 TL. 
Flex-Let’s new Continental Series. 3 - , KEYSTONE $11.80 Yellow and White 

7 we om te : . VIOLETTA 0643 ~~ Retails $14.95 T.I. 

Every watchband in this series is an a HH : a ng ge mt alte Dag 
advanced fashion must... with that 4 ROXANNE 0641 Retails $14.95 TI 

: . = KEYSTONE $11.80 Yellow and White 

up to the minute look that women Se, ai ‘ ’ 
Nj is%) | 4 . BALLERINA Retails $7.95 T.l. 
love... Each one will instantly ‘ F 4 KEYSTONE $5.70 1/20 10KT Go d F ed 
a 5 - | , Yeiiow an ) VW ic sti i stee sack 

transform any watch into a .? % NOCTURNE 57 95T], 


lovely piece of jewelry. KEYSTONE $5.60 1/20 10KT Gold Filled 


And remember that Flex-Let’s quality ey. 
construction—and high markup are —s | _ ARABESQUE 
KEYSTONE 


yours when you carry the Flex-Let line. 


/. | 
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CONTOUR FIT /§/ _ INSTANT 
otc SIZE-O-MATIC 


Only Fiex-Let S advat ( 
gives your customer the perfect ALL Ladies Watchbands 


3 

® 

e 

e 

s 4 | 

e watchband fit. The contoured curve ; he oO + ei | My G are adjustable and self-sizing 
e around the wrist means no , Just add or remove 

the snap-fit links to 

e 


pinching or bulging—truly a  ‘* S 
bracelet of comfort ; a v Suit your customer's wrist. 
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Flex-Let Corporation q Flex-Let of Canada 


580 Fifth Avenue 7 y ™ 830 George St. 
New York, New York a Sherbrooke, Quebec 
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Retails $4.95 plus tax 
KEYSTONE $3.90 
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6616 Retails $6.50 plus tax 
KEYSTONE $5.00 





6717 Retails $7.50 plus tax 
KEYSTONE $5.80 


6832 Retails $8.50 plus tax 
KEYSTONE $6.50 


6094 Sterling, Retails $20.00 plus tax 
Cultured Pearl, KEYSTONE $16.C0 
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FLEX-LET'S WORLD 


“FASHION FAIR" 


Retails $4.95 plus tax 
KEYSTONE $3.90 
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6620 Retails $6.50 pius tax fi 
KEYSTONE $5.00 
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it’s a happy combination... 
Flex-Let’s men’s jewelry gives 
you both high style and high 
markup! The fall line of men’s 


% 


/ fo 
De 


jewelry fashions are elegantly 

designed for impulse sales. 

j The perfect gift... beautifully 

ns Reteta Gh aR aEee ae gift packaged ...and only 

KEYSTONE $5.80 Flex-Let gives you that Key- 
Stone PLUS markup! 


PRIVATE LABEL 


Here is the unmatched and un- 





1 | Surpassed value of the fall sea- 
et 5 labl 
Se. son—not only available to you 


Retails $8.50 pius tax under the famous Flex-Let 
SE YSTONS 70-58 name—but ready to sell se- 


Curely under your own private 


an “ 


label if you prefer. Here is a 
quality line of men’s jewelry 
you can sell with pride and 
confidence as attested to by 
more than 1807 leading jew- 
elers around the country. 


6089 Sterling, Retails $16.50 plus tax 
KEYSTONE $13.00 


Flex-Let Corporation 
580 Fifth Avenue 
New York, New York 


6056 Sterling, Retails $12.50 plus tax 
ee ae 


1960 





GENERAL ELECTRIC 


WITH MINIATURE STYLING 


One for him, one for her! Both fea- 
ture miniature design and the “‘Read- 
Easy” dial that lights up at night for 
easy reading. New Trip-Mate travel 
alarm combines pocket radio styling, 
space-saving size, all-electric con- 
venience. The Vign-ette is graceful in i | Pies 
contour, small in size. They’re extra- $11.95 Lights up in the dark. Miniature size, cord compartment, 
hinged lid. Hi-impact brown case. Trip-Mate, 7274-K. 


feature clocks for extra-easy sales. 


a 


$9.98 Easy to read day or night. Miniature alarm. Bulb lasts 
many years. Pink, beige. Vign-ette, 7267-K. 


WALL CLOCKS 
WITH A FLAIR 


Exciting new kitchen and decorative 


nn em 


models. A happy combination of a4 \ oe iO sted :. 


fresh, different styling and priceless 
antique designs. Some come two 
ways: synchronous, or with precise 
battery-operated movement that 


does away with cords. There’s some- 


* fey Miah 8 


thing for everybody! eo tls 
$7.98 Mosaic pattern. Clock hangs or stands. Mosaic $14.95 Dial ‘‘floats’’ in a sculptured-effect tray. 
beige, gray or white. Patterns, 2118. Cherry or walnut finish. Wall King, 2073. 


$24.95 New synchronous model, 2074. Also in cord- $39.95 Antique design, now synchronous, 2075. Cord- $49.95 Early American classic, cordiess, 2077. Syn- 
less design, 2D70, at $29.95. Choice of fruitwood less model, 2D71, at $49.95. Authentic styling, an- chronous, too, 2076, at $39.95. Rich fruitwood finish 
or mahogany finish. Show Piece. tiqued gold color. Colonial Times. case with brass finish eagle. Freedom. 
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ANNOUNCES NEW CLOCKS 


ALARM CLOCKS /NEW IDEAS, NEW STYLING 


Plenty to shout about! New miniature models ...new see-through 


packaging ...a super travel alarm... unique grain effects... new 


case materials ...a crystal clear tambour clock... and still others 


with distinctive beauty. Every last one is electric, quiet and accurate. 


$5.98 Brilliant golden finish in a miniature 
best-seller. Cue-ette, 78261. Also luminous, 
7S261-L. $6.98. 


2 eae Yi, hb te LB ys , ‘Ge YEE top ik te 
$7.98 Vinyl! covering gives striking grain ef- 
fect. Sparkling border. NuGrain, 7271. Also 
luminous, 7271-L, $8.98. 


$17.95 Blends in anywhere, embellishes any 
room or setting. African mahogany case. 
Kingswood model, 7275. 


feminine alarm. Another Gen- 
eral Electric miniature design! Pink, antique 
white. Vign-ette, 7267. 


$7.98 Graceful, 


$9.98 Luminous travel alarm with pocket radio 
smartness. Cord compartment, hinged lid. 
Brown, gray. Trip-Mate, 7274-L. 


$19.95 Tailored alarm clock for desk or den. 
Good taste styling. 
Medallion model, 


NEW SEE-THROUGH PACKAGE for Vign-ette. 
Corsage-type gift box in orchid color. Makes 
attractive protective display. 


es Wi i 23 
$12.95 Miniature wood case. Fruitwood fin- 
ish. Woodlette, 7269. Also luminous, 7269-L, 
fruitwood, mahogany finishes, $13.95. 


$29.95 A truly luxurious clock. Crystal clear 


Rich metallic colors. case ...low, flowing lines. Includes alarm. 


7276. Clearlux model, 7272. 


You get more to sell in a General Electric clock...and your customers get more than time! 


WEEKLY TV COMMERCIALS will continue to tell millions of viewers 
all about General Electric extra-feature clocks. They'll be appearing 
this Fall on the G-E COLLEGE BOWL, the popular quiz show, every 
Sunday at 5:30 P.M. ET and PT (4:30 P.M. CT). Tune in your local 
CBS channel...see how we're selling lighted dial, miniature and 
Snooz-Alarm® clocks for you. 


BARRAGE OF ADS will build sales for General Electric clocks in mass 
magazines—Life, Post and Better Homes and Gardens; class magazines 
—House Beautiful, House & Garden, Living, Sunset, The New Yorker 
and Holiday; men’s magazines—Sports Illustrated and True; special 
audience books — Parents’ Magazine, Senior Scholastic, Seventeen, 
Glamour, Ingenue, Co-ed and Successful Farming; plus the magazines 
of 506 newspapers. 


Snooz-Alarm is a registered trademark of General Electric Company to identify 
its brand of repeat alarm clocks. 


All prices are manufacturer's suggested retail prices plus applicable taxes. 


General Electric Company, Clock and Timer Department, Ashland, Mass. 
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CONSUMERS PREFER GENERAL ELECTRIC 
CLOCKS 7 TO 1 over any other brand of electric clocks. 
Here are the figures from a 1960 study just completed by 
the Starch Marketing Data Service. 
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GENERAL ELECTRIC. . 73% 
Brand B. 
Brand C. 


Progress /s Our Most /mportant Product 
GENERAL @@ ELECTRIC 
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Brilliant Future 
for 


DIAMONDS 


Business signposts point to high 
level of prosperity, more money 
in circulation, and high poten- 
tial sales for diamond sellers 


This final article in a three-part series on the 
diamond market examines the economic under- 
pinnings of present jeweler prosperity and such 
diamond factors as inventories, size of stones and 
import and reexport figures. The figures were 
made available to JC-K by N. W. Ayer & Son, Inc. 
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Photo courtesy of Baumgold Bros 


@ THAT AMERICANS ARE BUYING diamond jewelry, 
both engagement rings and luxury gifts, at an 
unprecedented rate was brought out in the two 
preceding instalments of this diamond survey. 

The final instalment will show, among other 
things, that this widespread economic optimism 
also permeates the retail jewelry field and that it 
seems to be squarely based on substantial evi- 
dence of good times ahead. 

Some 65 per cent of all retail jewelers say they 
expect their 1960 sales figures to top those for 
1959; 34 per cent feel business will be just as 
good this year as last; while a mere 1 per cent 
expects lower total sales figures at the end of the 
year. 


Glad Tidings from the Experts 


What do the experts who keep a finger on the 
economic pulse of the nation have to say about 
the months ahead? 

According to the U. S. Department of Com- 
merce, the 1960 gross national product (fourth 
quarter annual rate) will be $515 billions—an 
increase of $40 billions, or 9 per cent, over 1959. 
The Department also forecasts: Total retail sales 


this year of $230 billions, up $17 billions from 
(please turn to page 163) 
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diamond watches 
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— from $250 to $7,500 * 
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551 FIFTH AVENUE, NEW YORK 17,N. Y.* MUrray Hill 7-0457 
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Please state price range Attachments also available. *KEYSTONE 
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SPECIAL 


A Diamond ts the light of Love 


It is also an important investment. To help you choose wisely, 


here are some facts to guide you in judging quality and value 


On a girl’s hand, a shining diamond tells of a tender promise. “They’re engaged,” 
it says, for all the world to know. For her, and for the man she soon 

will marry, the light of their engagement diamond will speak of their love 
through all their wedded lifetime and beyond. Ever since the fifteenth century, 
this precious, earth-born star has been man’s chosen way of expressing his 
enduring pride and faith in the woman who will share his name and destiny. 


In choosing a diamond, the rule of the Four C’s will help you buy your 
dollar’s worth. These Four C’s are: carat weight, eutting, clarity and color. 
Each of the C’s has great significance in determining quality and cost. 


There is also another C of importance to vou. This is the C that stands for 
confidence in your jeweler. A reliable retail jeweler takes interest and pride in 
advising you honestly and will stand behind his recommendations. As a 
specialist in gemology, he can show you just how quality is judged, help you choose 
a diamond you’ll be proud of all your life, proud to pass on to your children, too. 


What is carat weight? The size of a diamond is meas- 


ured by weight, in point: ind carats. The carat is com- 
_ posed of 100 points, just as a dollar is made up of one 
hundred cents. If a jeweler shows you a diamond weigh- 


ing 85 points, it is between three-quarters and a full 


carat weight. 


Bo you'll have ati idea of what to expect, here is a 


range of sizes: o 


“A cm, 
5% es 44 ; 
oe te “2 _ 
208 points 
(2 carats} 


25 pots 50 points 100 points 
i ('% carat) (% carat) (1 carat) 

Often, you will find superior quality in a small 
diamond. Such a diamond may be worth more than a 


considerably larger one of less choice description. 


Larger stones of fine quality are more rare than 
smaller ones and they cost. more per carat. For instance, 
if two stones are of like quality, but one is twice the 
size of the other, the larger stone will probably cost 
you more than twice as much. 


What is meant by cutting? As a price-setting factor, 
cutting refers to the quality of the workmanship. How 
well is the diamond cut? A well-cut diamond is at its 
brilliant best when every facet has been placed on the 
stone at the correct angle and in correct proportions. 
Diamond cutters are highly skilled craftsmen and 
highly paid, for this is one of the most painstaking 
trades and there is scarcely any margin for error. 


Cut also refers to the shape of the stone and the 
afrangement of the facets. The rnost popular style for 
the engagement ring solitaire is the round brilliant-cut 
with 58 facets. There are, of course, other shapes, too, 
$0 that you may choose according to your own taste. 


er 
Keay 
Round Cut 


What is clarity? This is the absence of carbon spots, 
bubbles or other blernishes. Under Federal Trade Com- 
mission rules, 2 diamond may be described as flawless 
only if it shows no such blemishes to a trained eye when 
magnified ten times. A tiny inclusion that cannot be 
seen with the unaided eye may have little effect on the 
brilliance and beauty of a diamond, but the price you 
pay should be less than for a flawless stone. 
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Emerald Cat Oval Cut Marquise Cut 


What is meant by color? While a diamond breaks up 
light so that it gives off every color in the rainbow, the 
material of the stone itself is ideally free of any color 
—a crystal-clear white. However, really fine whites 
are extremely rare and very valuable. The term “blue- 
white” is considered inaccurate today and is seldom 
used by reputable jewelers. The variations in color in 
diamonds are so delicate they ean rarely be detected, 
except when one diamond is compared with others. 


What does a diamond cost? The cost of a diamond 
varies widely, according to the qualities mentioned 
(eut, clarity, eclor} as well as size. For your guidance, 
price ranges below are based on quotations by jewelers 
throughout the country in April, 1960. 

Published by De Beers Consolidated Mines, Ltd., to 
help you in your selection of your engagement diamond. 


25 pomts (% carat) @ $75 to $275 


4 
530 po:nts (4 carat) e9 $175 to $590 


Ae 
100 points (1 carat) eo $450 to $1635 


a 
200 points (2earats) {A $200 to $4725 


(tax is additions!) 
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DIAMOND 
BUYING GUIDE 
ADVERTISEMENT 


to help you sell good quality diamonds 
appears in The Saturday Evening Post, September 10 


| 4 Diamond is the tight of Love 


a Bead 
wee ae 


Facts about diamonds proved fascinating to readers of 
The Saturday Evening Post, when a special “diamond 
buying guide” advertisement appeared last year, as 
part of the year-round diamond promotion. It was one 
of the best read advertisements in the particular issue. 
And The Saturday Evening Post has 12,120,000 
readers! 


> 


Another special “diamond buying guide” adver- 
tisement will appear in The Saturday Evening Post, 
September 10. 


Tie in with this advertisement, display mounted 
reprints of it—in your windows and on your counter— 
use them to help describe the special qualities of your 
diamonds, explain the basis on which they are priced. 


Quality is the keynote of this advertisement. In- 
formation is the means by which it helps you sell. 


ORDER 

YOUR FREE 
MOUNTED REPRINTS 
NOW 


Familiarity with facts about diamonds can give the 
prospective purchaser greater confidence, make it easier 
for him to ask questions, to understand and accept 
honest answers, and to be satisfied to pay a price 
commensurate with quality. 


This advertisement describes the meaning of carat 
weight, cutting, clarity and color, and how they effect 
quality and cost. It points up the availability of su- 
perior quality in smaller stones. It illustrates diamond 
sizes and popular cuts, gives a range of diamond prices. 
It stresses the importance of consulting a trusted jeweler. 


Order your reprints, now. Put this advertisement 
to work in your store, when it appears in The Saturday 
Evening Post—and long afterwards. Order as many as 
you need from the Diamond Promotion Department, 
The Reuben H. Donnelley Corp., 230 E. Sandford 
Blvd., Mount Vernon, N. Y. 


Tie in with the national diamond promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 
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The 
Remarkable 
Dr. Kunz 


A Tiffany vice president at 23, 
he has few peers in gemological 
authorship; his works are truly 
classics of their kind, deserv- 


ing of a place on your shelves 


by Dr. FREDERICK H. POUGH 
Gemological Consultant to JC-K 


HEN ONE THINKS of American authorities in 

the field of gemology, the first name that 
comes to mind is that of Tiffany’s late vice-presi- 
dent, Dr. George F. Kunz, who was associated 
with the store from his early youth. 

Born in New York, Kunz grew up in Hoboken, 
N. J., near the New Jersey trap rock quarries 
which he helped to make mineralogically famous. 
His academic training was limited to high school, 
where he made up two rock collections that were 
sold to educational institutions. He obtained his 
specialized training partly on the job, partly 
through night school at Cooper Union. 


The Youthful Gemologist 


Even as a youth, Kunz must have been excep- 
tionally able: witness his becoming a Tiffany vice- 
president at 23. His activities brought Tiffany’s 
much of the fame and authority it enjoyed during 
his lifetime. He earned international recognition 
for the store through the preparation and exhibi- 
tion of a series of prize-winning displays at var- 
ious world fairs. He elicited financial aid from 
J. Pierpont Morgan in preserving the displays, 
and they can still be seen in various institutions. 
One of the best known displays is that in the 
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American Museum of Natural History’s Morgan 
Hall. 

In the process of educating himself, Kunz trav- 
elled widely and acquired a large library of gem 
books. The men of Maiden Lane sought Kunz’ 
opinion on a rare gem or an unusual stone. His 
interest and encouragement helped make U. 5B. 
gem mining an interesting occupation and pearl- 
ing a lucrative business. No timid office “expert,” 
Kunz acted for the Government as a special in- 
vestigator for the U. S. Fish Commission in a 
study of American pearls. His broad interests led 
to his selection as Radium Commissioner to the 
St. Louis Exposition; put him in charge of the 
Department of Mines exposition in Paris; made 
him president of an association to introduce the 
metric system in the U. S. (jewelers can thank 
him for the adoption of the metric carat) ; made 
him founder and president of a Museum of Peace- 
ful Arts and a member of the North American 
Indian Memorial Commission. 

He received many honors ranging from a doc- 
tor’s degree from the University of Marburg and 
knighthood in the Order of St. Olaf of Norway, 
to becoming an officer in Japan’s Order of the 
Rising Sun and France’s Legion of Honor. 

He made Tiffany a leader in the distribution 
of fine, American-mined gemstones. Kunz recog- 
nized the appearance of a new gem material 
among some rough tourmalines from San Diego 
County, one that he had long expected to see, and 
it was subsequently named kunzite in his honor. 
Kunz himself named a new pink variety of beryl 
morganite in honor of his patron, who had con- 
tributed so greatly to mineralogy by his pur- 
chases of the collections Kunz made up or ar- 
ranged. 


Kunz’ Geological Papers 


With this brief outline of Kunz’ career in that 
happier, less complicated day for gemology (an 
era not beset by the new synthetics, new inor- 
ganic gemmy crystals, new imitations and decep- 
tive new names and fancy prices for old substi- 
tutes), we have a little of the background for the 
Kunz books, which were, and in many ways still 
are, unique. 

Kunz’ name appears on the title pages of a 
good many volumes and numerous shorter publi- 
cations. He was a special agent for the U. S. Geo- 
logical Survey from 1883 to 1909, and he wrote 
the annual reports on gem production until his 
death in 1932. Many of them make good reading 
and are the source material for every later book 
on geographical occurrences. There was also a 
bulletin in #12 of the North Carolina Geological 
and Economic Survey: History of the Gems 
found in North Carolina (1907) which recounts 
the discovery and illustrates some of the most re- 

(please turn to page 144) 
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No rough edges in the Baumgold operation! The well-defined, well observed policy of selling to 

you, and to you only, protects the plus-values of Baumgold diamonds, protects your competitive | 

position in the trade, gives you the confidence that comes from dealing with a firm of principle. oe a. 

It is this principle that has made the Circle of Light and the Jager Blue diamonds the easiest = ~— = +s, 


and most profitable to sell. 


' BROS., INC. 
, 580 FIFTH AVENUE, NEW YORK 36, N. Y. 
NEW YORK e LOS ANGELES e TORONTO oe VANCOUVER @ LONDON « ANTWERP 
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DO 


YOU 


REALLY 
WANT 
ETHICS? 


By Gus NIEMEYER, Chairman 
Jewelers Vigilance Committee 


A dedicated group, representing the jewelry 
industry, leads the battle for honor and 
decency. Its chairman tells what it does— 


and why it needs your support 


@ FOR NEARLY HALF A CENTURY, the Jewelers 
Vigilance Committee has worked unstintingly to 
uphold the integrity of the jewelry industry. 

Year after year—47 in all—it has received, on 
a voluntary basis, the support of about 1,000 
manufacturers, importers, wholesalers and re- 
tailers. 

For this the JVC is deeply grateful. But it 
needs and deserves the moral and financial sup- 
port of 10 times that number. 

Never was there greater need for the services 
of this Committee. Gone is the exclusiveness of 
many fine retailers, gone to make way for the 
more modern merchandising methods of a new 
era. 

But all too often, more than mere “exclusive- 
ness” has departed from the industry. /n too 
many cases recognition by retailers of the neces- 
sity of preserving confidence in their integrity 
has also gone. 

Fakery in any shape or form weakens any in- 
dustry ; the jewelry industry can afford to toler- 
ate it less than almost any other line of business. 
Yet our industry is beset by fake pricing at all 
sales levels. 

The pamphlet, Guides Against Deceptive Pric- 
ing, recently issued by the Federal Trade Com- 
mission, points up the serious need for regula- 
tion. These guides should be followed to the letter. 

On top of fake pricing and other serious com- 
plaints, we are confronted with an epidemic of 
“weasel” words for synthetic stones. Used in 
promotions, these terms cannot fail to be mis- 
leading. 

Perhaps the most outstanding example of this 
problem has been the attempt to market syn- 
thetic emeralds as “cultured emeralds.” In this 
instance, JVC action led to a Cease and Desist 
Order from the Federal Trade Commission, 
stopping the use of “cultured” to describe syn- 
thetic stones. 

Many other complaints have been received 
which involve the description of various syn- 
thetics as “nearly as hard as diamonds” or so 
exceptional that they “confuse experts.” The 
truth of the matter is that they confuse, not the 
experts, but the buying public. 

We shall continue to fight the use of these false 
and misleading terms whether they describe 
stones, precious metals or any other article of 
jewelry. 

For some years we have been trying to secure 
an amendment to the National Stamping Law 
which would require that an article of silver or 
gold stamped with a quality mark also bear the 
trade mark or name of its manufacturer or dis- 
tributor. 

Such a bill was introduced but failed to secure 


final consideration at this session of Congress be- 
(please turn to page 160) 
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GIA DIAMONDLUX 
the first major advance in 
jewelry store lighting 


in years! 


NOW, YOUR DIAMONDS CAN MAKE THEIR FINEST IMPRESSION—WITH 
IDEAL BRILLIANCE AND FIRE (AND IN “TRUE’’ COLOR) 


The GIA Diamondlux is the first overhead fixture that makes diamonds look brilliant and exciting 
—yet displays them in true color. Unique Diamondlux light baffle permits pinpoint illumination for 
maximum fire and scintillation. Special fluorescent lamps of five different colors give color balance 
of north light. The Diamondlux eliminates hot spots and the unnatural blue cast of “daylight” lamps. 
Lightweight, economical, easy to install—you ll find the Diamondlux one of the finest sales aids in 


your store. See it at the jewelry shows, or write for brochure. 








SEE US AT THE SHOWS 


CHICAGO NEW YORK LOS ANGELES 
July 17-21 August 14-18 August 28-30 
Booth 100 Booth 76 Biltmore Hotel 

Morrison Hotel Waldorf Astoria 




















NEW. GIA GEMSCOPE JEWELER’S 
z.0-0-M lens binocular gem viewer CAMERA 


shoppers. with ts dramatic. impact and Specifications GEMOLOGICAL INSTITUTE OF AMERICA 
silds confidence in you and your store. 11940 San Vicente Boulevard, Los Angeles 49, California 


builds confidence in you and your store. 


~ 
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Fine jewelry deserves fine surroundings, Mrs. Patricia 
Filip, president of The 14 Karat, correctly reasons. Good 
taste and dignity evident here clearly spell quality. 


A Sh Op for the It specializes in 14 karat je welry, priced all the 


way from $6 to $1100. Even the gift wrappings 
Golden Sixties 


have a golden touch. 
By ROBERT LATIMER 


@® THE SVELTE, sophisticated businesswoman was 
thinking aloud about a subject very close to her 
heart. 


“Gold,” she said, “signifies beauty, romance, 

and lasting quality.” 
She turned a jeweled gold pin between her 
7) eer fingers so that it shimmered warmly in the incan- 
5a Hee ft descent light. “Gold,” she went on, “doesn’t tar- 
fs Eo ; nish, break, or go out of style. It is a psychologi- 
cal asset to the wearer; a woman wearing a fine 
piece of gold jewelry can’t help but gain assur- 

ance and poise.”’ 

The speaker, Mrs. Patricia Filip, can look 
back on 14 months of successfully proving her 
point and forward to many years of making new 


(please turn to page 156) 


One peek through the elegant window of The 14 Karat 
and the sales resistance of Denver jewelry shoppers 
usually crumbles. Note use of wrought iron railings 
behind show window, giving clear view of the interior. 








HAVE MOVED 
NEW HOME... 


418 Fifth Avenue at 56th Street 











providing bigger and better 
facilities to more ade- 
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| CALIFORNIA OFFICE 
HILL ST., LOS ANGELES, CAL. 





WHY NOT 


sell what 
they want ? 


Study the trends if you plan to enjoy 
the Golden 60’s. Who suffers—you or 
the public—if customers have to turn 
elsewhere for stainless flatware, pin- 


lever watches or decorator clocks? 


® IF MEMBERS of the jewelry field are to retain 
their position in their communities and continue 
to grow, they must turn their backs on the grow- 
ing trend toward turning their stores into bar- 
gain basements. 

Every jeweler must do his share in his own 
community to help slow down, and, if possible, 
prevent the downgrading in the eyes of customers 
of the lines he carries, particularly the promo- 
tional lines. 

You cannot go out and just sell bargains and 
more bargains. You must sell ideas, backed up 
with the type of goods the consumer in your loca- 
tion wants, needs and buys. 

Today, Mr. and Mrs. America want quality 
goods at reasonable prices, and they want their 
goods in proper packaging. 

This new era is called by many “the golden 
60’s.”” Judging from statistics from all reporting 
agencies, it could be just that; but not for jew- 
elers if they observe the improvements made by 
most other industries and for themselves accept 
the defeatist attitude that many did in the 1950s. 

One thing is certain: We are not going to share 
in the golden days ahead by day-dreaming or 
watchful waiting. Nor are we going to do it with 
the merchandising methods of yesteryear. 

The opportunities in our industry are tremen- 
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By HYMAN J. COHEN 


Mr. Cohen is chairman of the board of A. Cohen 
& Sons Corp., wholesale jewelers of New York, 
Atlanta and Los Angeles. This article is con- 
densed from his address before the recent conven- 
tion of the Alabama Retail Jewelers Association 


dous. Jewelers are the envy of most merchants 
who sell only one line—furniture, shoes, clothes, 
etc.—because jewelers are diversified. Jewelry 
and kindred lines are no longer luxuries but nec- 
essary items of everyday living. For Heaven’s 
sake, don’t throw away those opportunities! 


Flatware Fiasco 

Remember that only a few years ago 80 per 
cent of all flatware sales, whether sterling, plated 
or stainless, were made by jewelers. Today that 
figure is not even 10 per cent—vet there are more 
knives, forks and spoons sold today than ever 
before. 

Jewelers are losing the flatware business. 

Because of price? Not necessarily. Our indus- 
try failed to recognize the trend to stainless. 
Some even said with horror, “Stainless? Never! 
It belongs in the hardware store.” So the con- 
sumer went to the hardware store. 

Seven years ago, in an address to a group of 

(please turn to page 161) 
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DIAMOND RINGS 


Dramatic . . . Big Space . . . Colorful Advertising 
Beamed to Your Best Diamond Ring Customers! 


Throughout the fall season, a consistent, full-scale campaign of 
hard-selling Keepsake advertisements—seen, read, remembered 


— by vour best prospects for diamond rings! 
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YOUR BEST PROSPECTS 


REGISTEREC 


Now—for the biggest 1-2 punch in diamond rings—feature Starfire by Keep- 
sake. Fast-growing companion line to famous Keepsake, Starfire is designed 
for easy, profitable credit selling . . . with lovely, larger diamonds at prices 


that insure rapid turnover. 


[t all adds up to more business, more profits for you with these two outstand- 


ing diamond ring lines and the famous Keepsake-Starfire sales program: 


NATIONAL ADVERTISING 
OUTSTANDING DEALER HELPS 
GUARANTEED PERFECT QUALITY 
DISTINCTIVE STYLING 

“YELLOW PAGES” ADVERTISING 
LOST GEM PROTECTION 
GUARANTEE CERTIFICATE 
GOOD HOUSEKEEPING SEAL 
TRADE-IN PRIVILEGE 

PROVEN CUSTOMER APPEAL 
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he Get the full story, the full benefit of the famous 


Keepsake-Starfire sales program. Write today to: 


A. H. POND CO., INC. SYRACUSE 2, N. Y. 
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DOES CREDIT 
SELLING NEED 
FEDERAL 
CONTROL ? 


By WILLIAM WAGNER 
JC-K Installment Credit Consultant 


Douglas Bill would force stores 
to disclose simple annual interest 
soth 


sides of the case are shown here 


rates for installment. sales. 


@ “ECONOMIC STABILIZATION is threatened when 
credit is used excessively for the acquisition of 
property and services. The excessive use of 
credit results frequently from a lack of aware- 
ness of the cost thereof to the user. It is the pur- 
pose of this act to assure full disclosure of such 
cost with a view to preventing the uninformed 
use of credit to the detriment of the national 
economy.” 

These words spell out the most important prin- 
ciple of Senate Bill 2755, Sen. Prescott Bush of 
Connecticut declared in Washington a few weeks 
ago, during a hearing of the Subcommittee on 
Production and Stabilization of the Senate Bank- 
ing and Currency Committee. (Senator Bush 
co-sponsored the bill, the so-called ‘Douglas Bill,” 
along with Sen. Paul H. Douglas and 17 other 
Senators. ) 

After reading these key phrases aloud, the 
Senator asked the witness on the stand: 

“Do you agree in general with that statement?” 

The witness—William McC. Martin, chairman 
of the Board of Governors of the Federal Re- 
serve System—replied, “I agree with that state- 
ment.” 

In the course of lengthy testimony, Mr. Martin 
said that the Douglas Bill differs from most of 
the state laws that pertain to the disclosure of 
interest and finance charges in connection with 
borrowing money, and buying goods and services 
on the installment plan. Senate Bill 2755, he 
said, goes farther than state legislation by “‘re- 
quiring that finance charges be translated into a 
simple rate of interest.” 

In answer to questions from Senator Bush, Mr. 
Martin said, “I do not regard the bill as contrary 
to the American way of life, but there are dif- 
ficulties in its administration which bear on the 
American way of life.” 

Other witnesses, speaking on behalf of retail 
business and financing agencies, questioned the 
practicality and the effectiveness of the proposed 
“simple annual interest rate” disclosure remedy. 

The fate of the Douglas Bill and its main re- 
quirement to “tell the American consumer the 
truth, the whole truth, and nothing but the truth 
about the interest and the finance charges’”’ is 
uncertain. But anyone who takes the time to 
wade through the voluminous records of the 
Douglas Committee will probably admit that 
there is evidence of a threat to “economic sta- 
bility,” and that elimination of that threat should 
be the serious concern of business, government 
and society as a whole. 

Cases of abuse of credit selling recited by wit- 
nesses of wide experience and admissions by foes 
of the proposed legislation that all is not right 
with consumer credit cannot be shrugged off, 
talked into outer space, or just ignored. Startling 
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every month 25 the month for selling 
... that’s the Imperial Idea! 


There’s an R (for Rousing success) in every month you 


promote Imperial Cultured Pearls...America’s foremost name in 
































fashion in cultured pearl jewelry. = 4 


IMPERIAL PEARL SYNDICATE, INC., wor/d’s /argest sellers of the world’s finest cu/tured peari/s 
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18 STATES REGULATE INSTALLMENT SALE OF MERCHANDISE 


DATE OF LAW’S DATES 


STATE ENACTMENT 
California 1945 
Colorado 1951 
Connecticut 1947 
Florida 1957 1959 
Idaho 1957 
Illinois 1957 XXX 
Indiana 1935 1947, 1953 
Kansas 1958 
Maryland 1941 
Massachusetts 1958 
Montana 1959 
Nebraska 1959 
New Jersey 1948 
New Mexico 1959 XXX 
New York 1956 1957 
North Dakota 1957 
Ohio 1949 1959 
Utah 1953 


1951, 1954 


AMENDED 
1949, 1957, 1959 
1952, 1953, 1957, 1959 x 
1949, 1955, 1957 


: SCOPE OF COVERAGE 
All Goods All Revolving 
and Services Goods Credit 





x» ,; x 


State Control of Credit. Eighteen states have installment sales laws, covering all goods or all goods and 


services 


and five of them regulate revolving credit. “It is likely that other states will follow the prece- 


dent and thereby remove the need for any other legislation in this area,” Theodore N. Beckman told the 
Douglas Committee, in testimony against Senate Bill 2755. “Not one of the laws in the 18 states requires a 
statement of finance charges in terms of simple annual interest, but instead they refer to the amount of the 


finance charge, service charge, or credit service charge. For this there are... 


testimony before a sub-committee of the powerful 
Senate Banking and Currency Committee has 
focused public attention on ugly practices that 
have taken a heavy toll from many people who 
buy on the installment plan. 

The Douglas Committee hearings are more 
than idle brush-beating. Use of the United 
States Senate as a forum, while state legislatures 
struggle with the identical problem, should, and 
probably will, prod the credit industry into mak- 
ing a thorough study of itself before the “threat 
to economic stability” develops into a destructive 
force. 


Enough Laws Already 

Theodore N. Beckman, professor of business 
organization at Ohio University, appeared before 
the Committee as a spokesman for the National 
Retail Merchants Association. He was bluntly 
critical of the Douglas Bill, and, in turn, mem- 
bers of the Douglas Committee were critical of 
the professor’s theories and representations. 

Mr. Beckman overlooked no opportunity to ex- 
press his doubts about the need for and the value 
of the proposed legislation. In a 32-page state- 
ment, he said that means already exist to prevent 
excessive use of consumer credit. Thirty-one 
states, he said, already have disclosure laws of 
some kind and more states are showing interest 
in similar legislation. He admitted, however, 
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good and sufficient reasons.” 


that no state law requires disclosure of “simple 
annual interest rates’”’ for installment transac- 
tions. 

In summing up. Mr. Beckman called the pro- 
posed legislation both unnecessary and unduly 
burdensome to small business. He added: 

“That the consumer is often ignorant about the 
finance charges on installment credit transactions 
in terms of simple annual interest is readily 
acknowledged. He does not, however, possess a 
monopoly on such ignorance. The same is true 
of many businessmen who might be expected to 
be knowledgeable in this regard. . . . The ques- 
tion is whether lack of such knowledge is harmful 
to consumers to such an extent that it has adverse 
effect on our economy and on the major objectives 
of full employment, economic stability, and essen- 
tial economic growth.” 

Asserting that there is no proof for any such 
assumptions, Mr. Beckman continued: 

“To achieve questionable benefits, a tremendous 
price will have to be paid, first, by turning over 
to a Federal agency more power than has ever 
been delegated over such a segment of business, 
except perhaps in time of war, and, second, by 
subjecting hundreds of thousands of small busi- 
ness enterprises to rules and regulations which 
probably cannot be enforced anyway. Is it worth 
the price? From the standpoint of its effect on 


(please turn to page 159) 
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WANT TO SELL MORE DIAMONDS? 


We have just completed our new Fall line 


a ae ee of the i. i 


Showing a tremendous number of new and highly styled de- 
signs. Attractive displays and advertising mats also available. 


Our representatives will call on you shortly, or if in New York 


during the Jewelers Convention we invite you to call at our 


offices. 


H. HAMBURGER (O., Inc. 


| Diamond Rings 22 WEST 48th ST. Diamond Watches & 
Diamond Mountings NEW YORK 36, N. Y. Attachments 














MAIN BALLROOM 
WALDORF-ASTORIA 
NEW YORK, AUG. 14-18 
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You'll see them first at the Admark booth! .. . 
exciting new fashions . . . plus the original Scarab 
Watch Attachments, Identification Bracelets, Fash- 
ion Belts, Tie-Tacs, Etc. . . . styles so smart they are 
widely copied by others. Only the originals by 


i have Sa | ae : Admark have the sales appeal of the authentic 


GHT and xs 3 designs. Be first with Fashion Firsts by Admark! 
for every pei i WRITE Soheaanye 


customer ze , 4 F OR TRADE MARK REG U S. PAT OFF. 
eS : 714 SANSOM STREET 


Bring This Adv‘t ae | CATALOG 
gee. A | PHILADELPHIA 6, PENNA. 


WaAlnut 2-2356 
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SELL MORE WHERE 
YoU PROFIT MOST 


USE “Wedding Bello FORMULA 


OF SALES TESTED MERCHANDISE 
AND SALES TESTED MATS 


See the Ring-Making 
Achievement of the Century 
at the R.J.A. SHOW 
WALDORF ASTORIA 
SUITE 945 
AUG. 14th to 18th 
Also at the 
DALLAS SHOW 
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REESE JEWELRY CORP 
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LITERATURE 
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THE REMARKABLE DR. KUNZ 

(continued from page 130) 

markable examples of American gemstones. It is 
seldom obtainable and is a desirable collector’s 
item. 

Kunz’ self-education led him into some interest- 
ing works on stones, one of which is Shakespeare 
and Precious Stones. These may occasionally be 
picked up on the second-hand book market, but 
their usefulness, in our present purpose of listing 
essential works for the laboratory library, is 
limited by their specialization. However, Kunz’ 
intimate knowledge of gems and their sources 
makes his commentary on the stones mentioned 
and guesses as to their possible sources in Shake- 
speare’s time particularly significant. Comparable 
recent works of this nature would be the Pliny 
translation by Sidney Ball, or Caley and Richards’ 
Theophrastus on Stones (or, to go back a little. 
the first appearance of the now-reprinted Hoover 
translation of Agricola’s De Re Metallica.) 


Top Notch Lecture Material 

Most of Kunz’ books are interesting from a his- 
torical standpoint and essential to any real li- 
brary on gemology. One work still stands out for 
its current usefulness, not yet superseded by any 
more recent publication. It is by no means the 
most expensive of his works, either; on the con- 
trary, in its latest appearance it is probably the 
least expensive and the most easily located, for 
a low price edition was printed by Halcyon House 
in April, 1938. The book is The Curious Lore of 
Precious Stones and the title page succinctly 
sums up the contents: “a description of their 
sentiment and folk-lore, superstitions, symbolism, 
mysticism, use in medicine, protection, preven- 
tion, religion and divination, crystal gazing, 
birthstones, lucky stones and talismans, astral, 
zodiacal and planetary.” It was published first 
by Lippincott in 1913, and went through a num- 
ber of printings before the Halcyon House edi- 
tion. It is dedicated, quite properly, to J. Pierpont 
Morgan, to whom Kunz did indeed owe much. The 
chapter headings give an indication of the man- 
ner in which the subjects are covered: 


Superstitions and their sources 

On the uses of semi-precious and pre- 
cious stones as talismans and amulets 
On the talismanic use of special stones 
On the use of carved and engraved gems 
as talismans 

On ominous and luminous stones 

On crystal balls and crystal gazing 
Religious uses of precious stones, pagan, 
Hebrew and Christian 

On the high priest’s breastplate 
Birthstones 
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Originally established 1866 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
Telephone CIrcle 5-4313 
and 32/34 Holborn Viaduct, London 


Jacobson Bros. Diamond Corp. Cable Address: “Redlace’” New York 

















Fine Precious Stones 











Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes.. . 
| i fi Loose or in Platinum 
tele > walls S XG Diamond Mountings 


of Exclusive Design ... 
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ALL NEW 
CHARM CATALOG 


Compictely 
Illustrated 


CHARMS— 
ACTUAL SIZE 


Completely 
Indexed 


@ CHARMS SOLD DIRECT 
TO THE RETAILERS 


@ IMMEDIATE DELIVERY 
@ NO MINIMUM ORDER 


With our Attleboro, Mass. factory in the midst of 
the manufacturing center for volume priced gold 
and silver jewelry and our service shop and com- 
plete inventory in New York, GENERAL CHARMS 
INC., is in a position to offer IMMEDIATE DE- 
LIVERY on Volume Priced QUALITY charms. 


We earnestly solicit your business. 
SEE US AT THE WALDORF IN BOOTHS +85, 86, 87, 91 


GENERAL CHARMS 


Walter Lampl, Jr., Pres. 
48 WEST 48 ST. N. Y. C. 36, N. Y. 
JU 6-7807 


GENERAL CHARMS 
48 W. 48 St., N. Y. C. 36, N. Y. 


[) Place my name on mailing list 


[) Send Free Charm Catalog 


Store Name 


Address 











Planetary and astral influences of pre- 
cious stones 

XI On the therapeutic uses of precious and 
semi-precious stones 

Obviously chapters II, V, and XI are the most 
useful. The writer or speaker on birthstones and 
their lore cannot afford to be without this book. 
It is filled with footnotes and references, and the 
writer freely acknowledges it as a prime source 
of material. In it Dr. Kunz collected facts from 
earlier, shorter works, and refers to most of his 
original sources. It would be unthinkable not to 
have the book in a gemological library; any edi- 
tion will do, though the latest would probably be 
the cheapest and most available. 

Another work, somewhat duplicating the Cur- 
ous Lore, is The Magic of Jewels and Charms, in 
which are discussed magic stones, electric gems, 
celestial stones, stones of healing, virtues of 
fabulous stones, snake stones, bezoars, angels and 
ministers of grace, religious uses of stones, amu- 
lets:, facts and fancies of precious stones. This is 
a bi,z book, too, with 422 plates. 


A Pearl of a Book 

The most beautiful Kunz work is one co-au- 
thored with Charles H. Stevenson and titled The 
Book of the Pearl—the History, Art, Science and 
Industry of the Queen of Gems. Aside from the 


contents, it is a beautifully-made book, and for 
this reasor’ it commands a premium price. It is 
large (8 x 1X inches, 548 pages, 107 illustrations, 
17 in color aml 5 maps) and was published by 
the Century Pre ss of New York in 1908. Since 
this was during’ ,the height of pearl favor and a 
peak in pearl-fisMa ng activity, the account is as 
accurate as any thi \t might be found in a more 
modern book \(things change slowly in the East), 
particularly ney that pearling is dying out. It 
was before culfiax.ed pearls had affected the mar- 
ket, but even so, pe ar] farming and pear! cultiva- 
tion are mentioned). Many of the illustrations are 
of famous persona wearing pearls. 

Lastly, we should mm ‘“tion the best known and 
best illustrated of all ff Kunz works, a definitive 
discussion of Americam . Zemstones by the man 
most intimately involver! ,im the production, ap- 
praisal and sale of worthy 0. "@8- Gems and Pre- 
cious Stones of North Ammer, '©¢ Was unique = 
American gemstone literature , "0M 1890 to this 
vear. This magnificent book il), ustrates all the 
important gems and uncut stowes , "TOduced dur- 
ing this most active period in An ‘€™C4an gem 
mining history, the North Carolina en, °'@!ds, the 
hiddenites, and the Mt. Mica tourmaline. ~ *° — 
tion a few. Kunz was also interested in Ameri- 
can archaeology, and there are numerous ili ustra- 
tions of American and Mexican Indian 1. ‘nds. 
Since he was one of the greatest dealers im n, |‘ 
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Thank you for making our 
expansion 
possible. . 


Our newest all-around watch. Water- 
resistant, chrome top, steel back. 
AS 1430 INCABLOC Shock protection. 
White or black luminous dials. 

7 Jewels, pilus 

10 Rhodiumized Bearings 

17 PRECISION BEARINGS 

KEYSTONE $18. sO 


RODANIA offers a complete line 
of fine-quality Swiss Watches 
with fully-jeweled lever escape- 
ments, having at least 17 Pre- 
cision Bearings {see STAR) or 
as many as 77 FUNCTIONAL 
JEWELS. 


As of August 1st, 1960, our 
new address will be: 


ee g ~ . e ‘s 
, RODANIA WRIST ALARM 

big Aristocratic styling for men who want 
— WATCH COMPANY, Inc. the exceptional. Swiss all stainless steel 

TIME & LIFE BUILDING case. INCABLOC shock protection. 17 

jewels. White luminous dial. Also avail- 

able with Swiss yellow top, steel back 

case. 

KEYSTONE $56.00 RETAIL $62.50 


























Rockefeller Center 
New York 20, N.Y. 
PLaza 7-5653 








Now is the time 


to order 


MASONIC 
RINGS 


Here are just a few of our 
large selection in 14K and 10K 
gold. NOW is the time to 
order these rings—supplies will 
be depleted later in the season 
and many styles may not be 
available then. 


THE NAME THAT MEANS 


\Wrerrertine Berry & co. Sine Emllomatic Sewelry 


MEMBER AMERICAN Gem seocierty @ ROSE STREET, NEWARK 8, N. J. 
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retailer 1001 op- 
portunities for 


wy 
— 
\ ok. Bers yee 


' 
APO 


— : Ve . 
—_ - 


— / ~~ more gift sales. The 


wide variety and top 
quality of these items 
have proven themselves 
oc \ Le with hundreds of jewel- 
> ers, at store counters 
throughout the country. 
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See Us At: Chicago Gift Show 
July 31 to Aug. 11 
tm. 965W, Palmer House 
R.J.A. Convention 
Aug. 14 to 18 
Waldorf-Astoria, Jade Room 
Booth 332 and 333 
New York Gift Show 
Aug. 21 to 26 


New York Trade Show 
Bldg. . 1@@/ 
Rm. 605, 500 Eighth Ave. 
STERLING 
Ny a i 4 
GIFT TLEMS 
J eh 


LEONORE DOSKOW PORTRAIT CHARMS 


Now any photograph can be perma- 
nently transferred onto a sterling 
silver or 14 Kt. gold charm and 
worn on bracelet or key chain. 
Cufflinks, necklaces, pins, 

tie clips etc., in sterling 

silver are available fea- 

turing these beautiful 

portrait charms. 

For further infor- 

mation write: 


LEONORE DOSKOW INC. 


SILVERSMITH 
MONTROSE, NEW YORK 





eral specimens, he was also able to give an ac- 
count of notable American collections of the time. 

Later editions with undated appendices bring 
the report up to 1892 or 1893 and are to be pre- 
ferred for their additional information. The book 
is frequently available through dealers’ cata- 
logues and is not overly expensive; the color 
plates are excellent, despite their age, and many 
of the illustrated specimens are to be found in 
the Morgan Hall displays. SEB 


THE ART OF DIAMOND BUYING AND SELLING 
(continued from page 117) 

shank should be sufficiently thick to assure good 
wear. Check the finish for casting pin points and 
cracks: make sure that the quality mark and 
manufacturer’s trade mark have been legibly 
stamped in the shank. In short, buv carefully and 
well. 


Diamondscope a Sales Builder 

The Diamondscope is a great help in closing 
sales. We have three in the store and encourage 
customers to use the scope, calling their atten- 
tion to various features of the diamond under 
examination, both good and bad. We also show 
customers how to judge a stone’s color by com- 
paring it with our set of master diamonds. 

If a customer wants a well-made, flawless, col- 
orless diamond, that is precisely what he will get. 
On the other hand, if he wants more display for 
his money, we bring out diamonds of lower qual- 
ity and show him just why these stones cost less. 
We point out, in the Diamondscope, any visible 
inclusions and explain how they may be used in 
the future to identify positively his diamond. 

Sometimes a customer will say he wants a 
“nerfect”” diamond. When this happens, I try to 
draw him out; I explain that the term “perfect’”’ 
is likely to mean different things to different 
people and that even dealers have a difficult time 
among themselves agreeing on a precise standard 
of perfection. I then bring out the Diamond 
Evaluater along with the master diamonds and 
explain to the customer just how the 4-C’s affect 
the value of any diamond. Usually by that time, 
the customer will indicate the quality he would 
like to see, and I can then concentrate on showing 
him the stones in which he is most interested. 

Being able to show loose diamonds has certain 
definite advantages. For one thing, vou have 
greater latitude in both stones and mountings, 
and you can more easily and effectively tailor 
your sale to meet a particular customer’s needs. 
Furthermore, it is easier to build up to a maxi- 
mum sale because you can suggest the stone, the 
mounting style, and the mounting material (gold 
or platinum) which the customer may desire. 

Mounted rings do have an advantage in that 
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GOLD JEWELRY AT ITS FINEST 
At The RJA Convention 


14¢ Karat Gold 
Charm Bracelets 
(Charms 


Calendars August 14th to 18th in the 
Carpenter Suite, 4th floor, 
in the Waldorf-Astoria 


Discs 

Watches, Fashion Watches, 
Diamond Watches 

Watch Attachments 14 Kt. gold 


Italian Jewelry 18 Kt. gold 
Hospitality suite open ‘till midnight, every night. 


TISHMAN & LIPP INC. REUBEN POMERANTZ JEWELRY CO., INC. CORLETTO, MILAN 
31 West 47th St. 38 West 48th St. 31 West 47th St. 
New York 36, N. Y. New York 36, N. Y. New York 36, N. Y. 





HOW'S YOUR WATCH REPAIR 
BUSINESS? 


What have you done recently to spark watch sales and repairs? Here’s a cute twist that’s bound 
to please—and bring in extra profits, too! It’s a jumbo post card (6” x 6”) that you can use as a 
business builder. It simply states, *°The watch you cherish and depend on deserves expert atten- 
tion. Protect your watch investment by letting us inspect the movement now. An inspection costs 
nothing and may save you needless expense and inconvenience in the future. Drop in today!” 
The other side of the card is packed with interesting bits and pieces of little-known information 


on the operation and mechanics of a watch. 


All you need do is address the card to past watch repair customers, put on a 4¢ stamp, sign 
your store name and address, and mail. It’s definitely an appealing little mailer available to you 


at our printing and handling cost! 


USE THE COUPON TO ORDER 
YOUR SUPPLY NOW. 


Please send me the following quantities of watch repair postal cards: (Check one) 


(J) 250 cards $ 5.00 () 500 cards $8.25 (1 1000 cards ... $13.00 


Name :, 
Send this coupon along with payment to 


Street 
JEWELERS' CIRCULAR-KEYSTONE 


Cit 
ig 56th & Chestnut Sts., Philadelphia 39, Pa. 
State | 
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STOP 
losing sales on 
a high-profit item! 


START 
making 
money on 


Why pass up stopwatch cus- 
tomers...stopwatch profits... 
when Clebar can furnish you 
with a complete line of super:- 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


FILL OUT AND MAIL COUPON BELOW TO 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 
FREE Rush full information, catalog and wholesale price list, 
No obligation, of course. 

Name 





Address 





City Zone State 











ORIGINAL 


OF YOUR 
a 8 O% CUSTOMERS 
HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME ie’) 


REG.) 
® NATIONALLY ADVERTISED © PROVEN SALES 


Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, mo- 
hogany or blonde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding . 
create extra repair jobs.) 

AVAILABLE AT YOUR JOBBERS OR WRITE $4.00 

BEATTY MFG. CO., 7424 Sento Monica Bivd.., Hollywood 46, Collif. KEYSTONE 


























See Our Display of | 
Profit Producing Holloware 
Booth 207 | 


Famous for lifetime Quality | 

and Beautiful Designs | 
We offer both superb sim- | 
plicity or ornate splendor. | 


The choice of discriminat- 
ing jewelers. 


SEND FOR CATALOG 


H. SACKS & SONS 


155 Harvard St., Brookline 46, Mass. 














anyone in the store can sell them. Many nice dia- 
mond sales have been made right from the 
mounted ring display in our window. In fact, 
customers often select the very ring they want 
from our diamond display. 


Knowledge Comes First 

When necessary and desirable, we use 
mance” to help sell a diamond. But experience 
has proven that we can sell more and larger 
stones when we use the instruments and knowl- 
edge we have gained through our association 
with the American Gem Society. 

Everyone likes to look through a microscope. 
Your Diamondscope may present your customer 
with the first opportunity he has ever had to 
look at the beauty of a diamond under magnifica- 
tion. Don’t miss that chance. We make it a point 
to let children who come into the store look 
through the Diamondscope. They remember this 
experience and it sometimes pays off in hand- 
some dividends later on. 

For instance, once I was having a difficult time 
selling a diamond to a father and mother. Their 
little girl was fidgety, and both parents were get- 
ting edgy. In desperation, I said, ““Perhaps your 
little girl would like to see the diamond.” Her 
father picked her up to look through the Dia- 
mondscope, and she exclaimed as only a little gir] 
can, “Isn’t it beautiful!” Father smiled at Mother 
and said, “Do you like it?’’ She smiled and said, 
“IT do.” The little girl and the Diamondscope 
closed the sale. 


Bread Upon the Waters 

A sales scheme we have found very valuable 
is one I call “selling now for Christmas.” A few 
years ago we started encouraging our sales peo- 
ple to write down on our business cards the 
description, stock number and price of any dia- 
mond ring or mounting which a customer was 
interested in but could not quite make up his 
mind about while in the store. The salesperson 
also puts the date, his name or initials, and, in 
the case of a ring, the customer’s finger size on 
the card and suggests the customer keep the card. 

The cards return to us throughout the year, 
but they are especially in evidence at Christmas. 
Often they are brought in by other members of 
the customer’s family who know that, thanks to 
the cards, they will be able to buy the gift which 
is most wanted. Even though the original item 
may be out of stock, the information on the card 
enables us immediately to special order the gift, 
the sale being credited to the salesperson whose 
name appears on the card. 

In every aspect of diamond buying and selling, 
keep in mind the paraphrase of the safety slogan: 
‘““Remember, the reputation you save may be your 
own.” Za 


"Pia 
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JEWELRY FASHION WEEK 
(continued from page 109) 
sive, if he doesn’t capitalize on the campaign’s 
potential, he may be in danger of being swamped 
by the department and specialty stores.” 
“National Jewelry Fashion Week” will be far 
more than just another attempt to sell more 
jewelry. 
bonds of custom which have kept women from 
purchasing jewelry for themselves and which had 
led to what Mrs. Thompson feels is excessive 
jeweler reliance on gift merchandising. (Oscar 
Kind estimates that 75 per cent of all jewelry 
store merchandise is purchased for gift occa- 
Idea now is to hold every penny of this 
gift business, but to sell a lot more jewelry to 
wome?;n for their own use.) 


Si0OnNns. 


Two Objects in Campaign 

Publicity and sales aids will seek to: 

1. Get women to buy more jewelry for them- 
selves, precious as well as costume, be- 
cause of its value as a fashion ingredient. 
Get jewelers to develop this self-purchase 
sale of jewelry by earning a reputation as 
fashion consultants in jewelry. 

“National Jewelry Fashion Week”’ is timed to 
wave the jewelry banner before the eyes of the 
nation’s women just after they have bought their 
new fall apparel and are ready to think in terms 
of accessories. This fall jewelers will have much 
to offer, Mrs. Thompson says, because the colors 
of many suits and dresses are drawn from pre- 
cious stones—amethyst, for instance. 

The campaign also will break close enough to 
Christmas so that it will help to clarify women’s 
thinking on “what to give” and “‘what to ask for” 
in Christmas gifts. 

The campaign is built upon the ever-increasing 
economic importance of the working woman. Each 
year women enter the labor market in greater 
numbers; each year women advance to highly 
paid, responsible positions in commerce, indus- 
try and the professions. Women have the money 
and they spend it readily—yet they have been 
relatively slow to purchase jewelry for them- 
selves. Why? 

Mrs. Thompson has an answer: “People buy 
what they are sold; you can’t depend on the hope 
that just because women have loved jewelry since 
the days of Cleopatra, they are going to spend 
their money on jewelry today.” 

Haven't retail jewelers sold jewelry to women? 

Mrs. Thompson thinks not. “Jewelers have not 
learned to relate their merchandise to the way 
people live and what they wear,” she says. 
“Jewelers must learn to answer the questions: 
What does it mean to me? Why do I need it?” 

Fashion, Mrs. Thompson says, can be the 
jewelers’ key to unlocking the self-purchase mar- 
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. are now occupied by the Industrial 
Family of The Herschede Hall Clock 
Company. Our new building location is 
in Starkville, Mississippi. Along with our 
Industrial Family that moved from Cin- 
cinnati, where we lived for sixty-eight 
years, we brought with us our preci- 
sion machinery, technical know-how and 
fine old clock making procedures. The 
Herschede Hall Clock Family extends an 
invitation to its friends throughout the 
trade to visit their new plant in Stark- 
ville. Mississippi. Now that this move is 
fully completed we ask you to address 


all correspondence to our new address 


indicated below. 


~ 


vy 

Telephone HER | 

2251 -. \ on 
on 

THE THE 


ket. “In the past, jewelers have failed to stimu- 
late women’s fashion wants,” she explains. “‘But 
they can do so by convincing women that they 
need jewelry in order to look better.’’ What does 
jewelry mean to today’s woman? Her answer lies 
in the fashion-week slogan: “Jewelry Sparks the 
Difference in Your Fashion Look.”’ 

Enlarging on the shopping idiosyncrasies of 
her sex, Mrs. Thompson observes that “a woman 
will go into a fashionable store, spend $50 for a 
dress and then, on the way out, spend $75 for 
jewelry in their jewelry department. Why doesn’t 
she go to a jeweler? Because she thinks he doesn’t 
know enough about fashions. On the other hand, 
department stores and specialty stores have con- 
vinced her they do know about fashions.”’ 

Mrs. Thompson emphatically denies that price 
tends to limit self-purchase of jewelry to women. 
“There is no cut-off point in what a woman will 
spend on herself if she has the money. She will 
buy what she wants. But somebody has to make 
her want itt.” 


Break With Tradition 


This is the task that Mrs. Thompson and the 
Fashion Coordination Institute has taken on: to 
‘‘make her want it.’”’ And if they are to succeed, 
jewelers across the country will have to add a new 
ingredient to their merchandising approach. 

Oscar Kind sums up that “new look’’: 

“We know that we can sell jewelry on the ba- 
sis of beauty; on the basis of intrinsic worth; 
on the sentiment behind jewelry and on gift ap- 
peals. We have been doing that for generations. 
But, if we are to get ‘self-purchase’ business in 
real volume from millions of women—women 
with incomes of their own which enable them to 
buy the jewelry they want for fashion reasons 
when they want it—then we must establish our- 
selves as authorities on jewelry fashions.” 

Mr. Kind declares that “National Jewelry 
Fashion Week” can, “depending upon the degree 
of wholehearted and enthusiastic participation 
by jewelers in it,” help create “a new image of the 
jeweler in the public mind—an image that identi- 
fies him with ‘fashion thinking’ in jewelry as well 
as with beauty, sentiment, and gifts.” 


Publicity and Merchandising Aids 

Publicity material on “National Jewelry Fash- 
ion Week” being prepared by the Fashion Coordi- 
nation Institute, 608 5th Ave., New York 20, 
includes: 

1. Editorial material from which jewelry fash- 
ion sections can be created. This material will be 
sent to newspapers and wire services. 


2. Scripts with a jewelry-fashion slant to be 
sent to 1,000 radio stations. 
3. Television material on jewelry and fashions 


HERSCHEDE HALL CLOCK REVERE CLOCK 
COMPANY COMPANY 
Starkville, Mississippi Starkville, Mississippi 
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for use by hundreds of TV stations that produce 
local programs of interest to women. 

The Institute is also working with the edi- 
torial staffs of fashion and women’s service 
magazines on special jewelry and accessory fea- 
tures for their October issues and with national 
TV shows and newsreels which will spotlight fall 
jewelry fashion news. 

To link their stores with the national publicity 
program, the Institute offers participating stores: 

1. A five-color display card with the campaign 
slogan: “Jewelry Sparks the Difference in Your 
Fashion Look” (8 x 11 in., $4 per doz.; 5 x 7 in., 
$2 per doz.). 

2. Window display kit prepared by window 
display authority Lester Gaba; includes general 
advice on fashion displays of jewelry, sketches 
of specific window displays, and cards for jewel- 
ers’ windows bearing jewelry fashion informa- 
tion for women ($1 per kit). 

3. An illustrated booklet on jewelry and cloth- 
ing fashions for jewelers to distribute to their 
customers ($6.85 per 1,000; $4 for 500). 

4. A primer on current styles in jewelry and 
clothing to educate the jeweler and his sales 
people in “what jewelry goes with what clothing. 

5. A 10-minute fashion movie in color with 
sound track, highlighting current trends 
in suits, dresses, at-home clothes and evening 
wear, together with related jewelry trends ($75). 

Further details of both publicity and merchan- 
dising aids will appear in the September issue 
of JC-K. Meanwhile jewelers who wish to keep 
abreast of campaign developments are urged to 
attend the Aug. 15 morning session of the Re- 
tail Jewelers of America, Inc., in New York. 8 @@ 
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Birthstone Booklet 
BELIEFS, SUPERSTITIONS AND FACTS ABOUT 

THE BIRTHSTONES by E. P. Van Leuven, Blake 

Printery, San Luis Obispo, Cal. 50¢ 4% «ax 6”, 56 pp. 

1960. 

This handy little booklet of some 56 pages is 
intended for distribution by jewelers to their 
friends and customers, and is offered at reduced 
prices in quantities. Tables at the close list nu- 
merous choices for monthly stones, and Mr. Van 
Leuven has chosen to discuss in detail only the 
stones that are most traditionally associated with 
their respective months, such as turquoise in De- 
cember, diamond in April, sardonyx in August 
and bloodstone in March. He has been through the 
usual texts, and abstracts or quotes the legends 
and superstitions that are traditionally attributed 
to the old stones. The jeweler may find it most 
convenient to have so many of the old texts, some 
of which are hard to find now, collected here in 
this readily available form.—F. H. P. 
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His is impressively masculine 


.. .« Hers elegant and grace- 
ful. Both new creations 
from Davidson & Sons 
Jiry. Co., Ine., N. Y. fea- 
x ture Linde Star Syn- 
thetic Sapphire or Ru- 
bies set beside r 
diamonds mounte 
in rich white gold 
$97.50, each 
Retail 


NY, 


4s 
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but 


‘Linde’ *Stars are the only 
synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 

they match the perfection 


of natural star gems. 
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580 FIFTH AVENUE. NEW YORK 36 


‘Linde’ is a registered trademark of Union Carbide Corp. 





Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 


Alsan Mfg. Co. 

Axel Bros., Ine. 
Beckerman & Lerner 
Belenky Bros., Inc. 
Biekson, Ine. 

“. Boner Company 
Botell Ring Co., Ine. 
J. L. Brandt Co. 
Bristol Seamless 


Coronet Jewelers 
Davidson & Sens Jiry. Co. 


ne. 
D’ Esposito Bros. 

E. S. Feinstein & Co. 
Flyer Brothers 

Harry & Ben Frackman, 


ne. 
Gevertz & Co., Ine. 
H. Glaser Co. 
Goldstein-Gerson Co. 
Green & Co., Jirs., Ine. 

& Edward ij. 
0., Ine. 





Benjamin 


Haven Ring Co. 
irvring Co. 
Kahn & Co. 

is Kaplan and Sens 
Charles Koppel Ring Co. 
K. S K. Jiry. Co.. Ine. 
Mercury Ring Corps. 
Perkel & Klein, Ine. 
Aaron Perkis 
ww Platzer Co., Ine. 


Sehuman & Donchi, Ine. 
Seltzer Bros. 

Skalet Mfg Co., Ine. 
Veteran Jewelers 

Wax & Skoinik, Ine. 

J. R. Wood & Sons, ine. 


BUFFALO, N. Y. 


The Bock-Lewis Co. 
M. A. Reich and Co. 
Star Ring Mfg. Co., Ine. 


CHICAGO, ILL. 


Emil Braude & Sons 
Hart Ring Co., Ine. 
Hirsch and Oppenheimer 
A. Lewin & Co. 

Harry Rotter 

Fred Seltzer Co., Ine. 
Stein & Elfbogen Ce. 


INDIANAPOLIS, IND. 
Goodman and Company 


MIAMI, FLORIDA 
Lowls Lang & Co. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
Ring Specialty Co. 


ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


OHIO 


Fratianne Mfg. Co. 

i. B. Goodman Mfg. Ce. 
ine. 

Swirsky Bros., Ine. 

The Vietor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


PROVIDENCE, R. 1. 
Dolan & Bullock Ce., Inc 


NEW JERSEY 

Acme Ring Mfg. Ceoe., Inc 
Church & Company 

F. & F. Felger, ine. 
jJabel Ring “Mfg. Ce., Inc 
Jones & Woodland Ce., Inc 
Larter & Sons, Ine. 


CHATTANOOGA, TENN. 
John Ullenberg, Inc. 


Worldwide Distributers 
COLUMBUS 5-2656 

















SERVICE is a magic word. It 
makes customers out of pros- 


pects, repeaters out of casuals. 


Maintain your reputation as a 
retail jeweler who can satisfy 


' all customers’ needs promptly. 


Your knowledge of the content, 


and your frequent use of the 
JC-K Jewelers’ Directory Issue, 


will contribute toward that end. 






































SEA-LINE 


The Watch With the Bright Future 


A Complete Line of Saar 
Quality Watches 4 og 


e Self-Winding 
e Waterproof & Sport 
e Diamond Watches 


A wide assortment of styles, fé 

tures and price ranges to choos 

from. Make your profit picture™mme 
brighter... Today write for further ~~ 
information and price list. 


SEA-LINER WATCH CO. 


31 WEST 4774 ST., NEW YORK 36, N. Y. 
COlumbus 5-6920 


THE ANATOMY OF FALL FASHION 
(continued from page 111) 

ship with a string of cultured pearls are available 
in fabulous jewel-colors of cats-eye, quartz, tur- 
quoise, lapis, agate, green onyx, aventurine. The 
costume-makers have copied these most adroitly. 

Don't let your fat-necked customer buy a tight 
choker that literally does what the name implies. 
And tell your tiny lady the 20-inch rope is unflat- 
tering but a 16-inch one in the new jewel beads 
is just as high fashion for her. 

Don’t sell her hoop earrings if she has a square 
face. Make them round clusters. There are all 
shapes for all sizes. 

Don’t sell the woman with the long face a pair 
of drop earrings. She'll look like a Charles 
Addams cartoon, and it won’t be funny when her 
husband makes her bring them back. 

Don’t let the round-faced customer leave be- 
cause the clusters she tried on are unbecoming. 
Suggest a pair of earrings that soar up the lobe 
and create a more oval shape for the face. If 
necessary, stress the new light workmanship 
rather than the dimensions of the earring. 


Pins: Big But Delicate 

Never, no, never, have pins been as huge as 
they are this fall, but they’ve never looked lighter 
or airier. Especially notable are the French im- 
ports, many copied here, of 18k gold and set with 
diamonds so they iook like brilliant sculptures in 
gold. Workmanship so light that the French call 
it fil d’ange (angel wire) gives the outsized pins 
the look of soaring. Some are as large as three 
inches across. 

Costume jewelry pieces surpass the karat gold 
pins in size and stones that ornament them. One 
dramatic pin with the still-popular brushed gold 
finish has a center stone of about 500 carats. 

Diamond pins are open-ended in their combina- 
tions of fancies. The workmanship again is ex- 
quisitely delicate. One necklace, for example, is 
made so the links of round, pear and marquise 
are joined together with 25-point square cuts. 

Pins look at home on the lowered waistline. 
The new loosened and supple silhouette was in- 
spired by the chemise but is a lot more becoming. 
There’s a slight curve at the waist, subtle but 
positive. Generous pockets on coats look good, 
too, when they are pinned. 

When selling pins: Do talk about the place of 
the pin on the pocket, on the gentle and lowered 
waist, provided your customer is tall. elegant, 
adventurous in clothes. Do suggest one of the 
open, airy, long pins to your smaller fashion-con- 
scious dresser, but advise she wear it on the 
shoulder of a pencil-slim evening dress. Do re- 
mind your prospective buyer who wants a cos- 
tume jewelry pin in the new style idiom that she 
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can wear it on a fur hat or draped turban she’s | 
bound to buy next September. But don’t show | 
the oversized round pin to your rotund lady. In- | 
stead pick a style that carries the eye up and 
down so it lengthens her figure. 


For Finger and Wrist AT iI WNW 


Rings and bracelets are high on the list of | WATCH CASE CO. INC. 
fashion firsts. But the jeweler will be low in 
priority if he sells one of the new dramatic rings 
or wide cuff bracelets to a gal with pudgy hands. 
There are enough new styles for every kind of 
hand contour. The ring that is mounted high on 
a wide shank, set with tiny flowers or clusters of 
colored stones, is right for the gal with the long, 
slim fingers. A more delicate design is suitable 
for the short-fingered, wide hand. 

Bracelets, too, come in a variety of fashions, 
fit for different hands. There are lightweight 
mesh, wider-than-ever Florentine cuffs, flam- 
boyant stone-set flexible models for the long 
graceful arm. 

Discreetly jeweled bangles worn in pairs are 
attractive on even the heavier-set wrist and arm. 
(One new style for the teen has an almost wire- 
thin bangle holding a charm.) 

Sleeves in suits, coats, daytime costumes end 
at the elbow and allow more latitude for the brace- 
let climate. Still other costumes include the re- 
cently-debuted cropped funnel sleeve. Remember 
to: look at the customer’s hands before you begin 
to sell; show the lavish, high-mounted jeweled 
rings to the woman who has long fingers, even 
longer nails; talk about the return of the dinner 
ring in any one of a number of styles (the oval 
is used more prominently in these models and has 
the tapering effect of a marquise). 


The Complexion of Your Sales 
New costumes abound in pink, lilac, red, 
browns. bold plaids, jeweled fabrics. 
Do sell with the customer’s complexion in mind. 
Do sell rose pearls to the pink-toned; silver- 
white to the dark-skinned. 
Do show turquoise, jade, cats-eye to the blonde 
and pink quartz or pastel tinted jewels to the 
brunette with a darker skin. 
Don’t warn your sallow-complexioned lady that 
turquoise or jade would make her skin look (= r /}. We t h Ke 
greener; just show her colors that will compli- Bast eat Sins fre wee aor 
ment her. 


Don’t Be Afraid to Be Right 

Also accentuate the positive so you save your 
buyer from selecting the wrong item. If she Re) iene) Daman an. ae 
tells you she bought an evening gown with a 
high neck, made of beaded brocade or a luxurious EMmrine 1-2520 
three-dimensional fabric, instead of saying don’t 
get a necklace, say: 


10-10 44m AVENUE 
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Something 
for the 


SHOE SHINE KIT 
38-025 


2b PBL AREAS OO te FAO SHAE TPP 


SHOE SHINE KIT 
38-024 


PYRO ERNE WH! eH BARD“ ee 9 ee Sl a eae ee 


Gift-choosing is easy for the 
store with a feeling for fine 
leather accessories . . especially 
when you're choosing from 

F. O. Merz & Co.’s complete 
selection, stamped with 

the famous-for-quality 

“Made in England”. All in 
genuine leather, tan or ginger. 
See the entire collection 

at all Gift Shows and at our 
permanent showrooms . . send 


for sample assortment ; 
4 a 


and free 4 f>- 
illustrated 


STUD BOX 
38-018 


POCKET 
i : MANICURE 
-— SET 


folders. 


f 


- 


, 38-021 


 athanaeaanmationdetee ee Ce. ATE re AA BI MEA eh ee 


Manufacturers and Importers 
100-106 N. 63rd St., Phila. 39, Pa. 
225 Fifth Avenue, New York 10, N.Y. 
( h 101 Tremont Street, Boston, Mass. 
¢ Pa 2701 Ponce De Leon Bivd., Coral Gables, Fla. 
—. 1506 Merchandise Mart, Chicago 54, Ill. 


Se 


“An earring set and matching bracelet will 
look just right.” 

Tell the teen that if her dress is overly beaded, 
a tiara (new again) of rhinestones will give it a 
queenly touch. 

Be positive. 
store. 


That’s why she came to your 
e @ ® 


A SHOP FOR THE GOLDEN 60's 

(continued from page 134) 

converts to her philosophy that gold has a mystic 
appeal for women. 

In February 1959, with the backing of several 
prominent Denver businessmen, Mrs. Filip 
opened a jewelry store in Denver’s swank Cherry 
Creek shopping center specializing in 14 karat 
gold jewelry and frankly catering to the carriage 
trade. 

Specialization runs counter to most modern 
marketing concepts, but it has worked well for 
Mrs. Filip and her shop. More than 95 per cent 
of her stock in gold is in “fine” jewelry, ranging 
from $6.60 charms to gem-set earrings at $1100 
a pair. She also carries a small line of costume 
jewelry in gold set with rhinestones. 


Love at First Sight 

Mrs. Filip caught the “gold bug’ several years 
ago while buying and selling gold jewelry for 
a Denver jeweler whose specialty was not gold 
but gems. 

“The first day on the job, I fell in love with 
the beauty and elegance of yellow gold jewelry 
and began wondering why more of it wasn’t sold 
in Denver,’ Mrs. Filip explains. “‘Customers 
would complain that they could not find the new 
high styled pieces here that they saw on their 
travels elsewhere. This pointed out to me the 
need for an elegant gold specialty store with the 
very latest styles.” 

Moreover, “this was also the point on which 
I sold my financial backers, the majority of whom 
travel extensively and also buy a great deal of 
jewelry.” 

Thus was the 14 Karat born, and Mrs. Filip 
has no regrets about taking the plunge into spe- 
cialization. ““My emphasis on gold has proven 
very successful,” she says. ““Charms, particularly, 
have done a marvelous job. We have 750 different 
types of charms in inventory and reorder every 
week.”’ 

Rings are the next most popular item with 
the 14 Karat’s customers, and Mrs. Filip stocks 
a wide range of styles in plain gold, dome, and 
gold and pearl combinations. Fourteen karat gold 
bracelets also move well, and Mrs. Filip has be- 
gun to build up a line of diamond jewelry. 

The 14 Karat’s president feels she has a cer- 
tain amount of missionary work to do in Denver, 
and she does it with a will. ‘Denver people need 
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to be made conscious of high style jewelry” she 
says. “For example, they are not very conscious 
of pins, and I feel they are an accessory must.” 

Needless to say, Mrs. Filip is successfully re- 
moving this mote from fashionable Denver’s eye! 
Private showings of top drawer jewelry are part 
of her campaign, and recently she held four show- 
ings on Sundays. On these occasions, the 14 Karat 
sends out formal invitations, serves cocktails and 
brings in extra help. Guards move unobtrusively 
in the background to keep a weather eye on 
things, such as $600,000 worth of fine jewelry 
displayed at a single showing. Sales always fol- 
low these Sabbath showings, Mrs. Filip says, 
with some orders placed the same day. 

Though she carries no humdrum gift items, 
Mrs. Filip has no objection to the off beat—so 
long as it is 14 Karat—and she racked up many 
Christmas sales of gold toothpicks for Denver 
denizens who “have everything.” And for those 
super-sophisticates who had everything, including 
gold toothpicks, Mrs. Filip obliged with a line 
of rabbits feet topped with solid gold. What else? 

At press time Mrs. Filip was preparing to 
enter a new field of potential conquest, that of 
the fashion show, and hopes to accessorize cos- 
tumes for many of Denver’s designers. Acces- 
sories will be... you guessed it, gold! 

Thanks to Mrs. Filip’s enthusiastic proselytiz- 
ing (even the wrapping paper at the 14 Karat 
is gold textured) Denver is beginning to realize 
that though all that glitters is not gold, if it 
glitters at the 14 Karat it definitely iss 8 


DO’S AND DON’TS OF WINDOW DISPLAY 
(continued from page 120) 
lights, fountains, illuminated plastic flowers. 

Leo Prager, Inc., 155 W. 23rd St.—Unusual 
plastic units for holding place settings and flat- 
ware. 

Puddu & Martinelli, 149 Mercer St.—Handsome 
sculptured designs in composition and paper 
mache. 

Resident Display, Inc., 155 Waverly Place—Un- 
usual decorative materials. 

Rip Studio, Inc., 15 E. 22nd St.—Backgrounds, 
paper sculpture. 

Flairtime by Silvestri, 225 Fifth Ave.—Decora- 
tive materials. 

Cecilia Staples, Inc., 314 E. 53rd St.—Back- 
grounds and decoratives—paper mache, plaster, 
etc. 

W. L. Stensgaard & Associates, RCA Building, 
Rockefeller Center—Seasonal units, frames, let- 
ters. 

Ben Walters, Inc., 156 7th Ave.—Dip-and-shape 
plastics, all types of decorative media. 

Zaria Displays, 434 6th Ave.—Sculptured dec- 
orative miniature mannequins, heads and decora- 
tive units. Zea 
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Racine 


Royale 


AR, 


The Top-Quality Line of distinguished 
Watches that assures: 





* Prestige and Profits for Retailers 
* Consistent Retailer Protection 
* A Line to Build for the Future 


ae 


1332 B) 


Sold Through These Selected 
Distributors: 


|. ALBERTS SONS, Inc. 


Boston, Mass. 

A. C. BECKEN CO. 
Chicago, Illinois 
B-H-K COMPANY, Inc. 
Milwaukee, Wis. 
WM. R. KATZ CO. 


Dallas, Texas 


E. W. REYNOLDS CO. 


Phoenix, Ariz. 


JOS. B. BECHTEL CO., Inc. 
Philadelphia, Pa. 


Racine Royale Watches for Men 
and Women Retail from $38.50 to $163. 


SECl eS RACINE « company. 


20 WEST 47th STREET, NEW YORK 36 





...the original 
hand-crafted 


tarnish resistant 
silver giftware 


This beautiful gift hox and silver ribbon bow are yours 

.FREE...with each piece of WMF-Ikora that you 
purchase. What a handsome way to sell (and stock) 
WMF-l\Ikora...elegantly pre-packaged to more quickly 
and efficiently serve your customers...save valuable 
wrapping time...and, in addition, you also save on 
your own gift boxes and ribbons. 


Your WMF-\kora representative will gladly show you 
the free WMF-Ikora gift box with the new silver ribbon 
bow and elasticized band...or visit us at the following 
shows in August and September: 


CHICAGO wy oe 
Samuel Feld "ae " | mn August 
PORTLAND GIFT one »g0 

George D. & ” onl \4 


eweuty, ys <t | 


FT mer House Chicago 


NEW voRK J 
watdarf-Astoria "0 
ee eee YORK GIFT How 7 
Hotel New Yorker 
SEATTLE 
ttle, Wash! w: 
SPOKANE GIFT SHON tel, Spokane 
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e D. Chew » pan? 4 


cit sHow . 21-24 


Seatt 


George 
HOW: olis 
mrnnear ous saisson otel, MinneaPh 


dman & po 28 4} 


Samuel Fe 


pACIFIC JEWELRY 
Biltmore Hotel. ** 


DETR 
idman & $0 


olT curt SH om Hotel. Detroit 


e She ton C adi wee 
Se epter noe 4 8 
JEWELRY SHOW: | 

1 Al -¥ y, De 
er “8.2 2 


DENVER GIFT ye # 
Alan Lee —. ten ib 


WRITE FOR OUR NEW 1960 CATALOG 


TARIS IMPORTS, INC. 
210 FIFTH AVENUE * NEW YORK 10, N.Y. 
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CAN MALLS SAVE DOWNTOWN BUSINESS? 
(continued from page 115) 


Toledo, plagued by problems identical to Kala- 
mazoo’s, raised the money for its malls through 
the Downtown Toledo Associates. It got hearty 
cooperation from local nurserymen, the electric 
company, contractors, the Chamber of Commerce, 
the Art Museum, the zoo, politicians. 

Jewelers located on the Toledo malls were gen- 
erally delighted. 

“Tl should like to see the malls continued on a 
permanent basis,” said Robert F. Broer of The 
Broer-Kapp Co. “True, they are a radical depar- 
ture from the traditional starkness of cement and 
asphalt, but I think that only something very 
radical will emphasize the downtown area and 
insure its future.” 

“Toledo’s downtown is ideal for malls,” says 
Lew Osterman of Osterman & Levey Jewelers. 
“There is no question in our minds that shoppers 
would prefer shopping in a revitalized downtown.” 

“The quietness from lack of auto traffic seemed 
to make selling easier,” adds John A. Marshall. 
manufacturing jew ie. 


Need: Close-in Parking 


All agreed that malls would be little more than 
a novelty until something was done to provide 
close-in parking at reasonable rates. The Down- 
town Toledo Associates has commissioned a firm 
to make a complete survey of the parking prob- 
lems, and to come up with recommendations that 
could be used in a permanent mall setup. 

Sales increases were noted by most of the jew- 
elers. 

“It is our opinion,” says Irving Shyavitz of Leo 
Marks, “that the increase was at first due to the 
novelty of the idea. But we feel that our sales 
would get a permanent boost from the installation 
of permanent malls.” 

Says Mr. Broer: “I am confident that malls plus 
adequate parking facilities would attract many 
people back downtown, and thereby give a per- 
manent boost to sales.” 

“IT heard many merchants suggest that if the 
malls would be continued through the holiday 
season they would gladly have donated extra 
funds for decorations,” adds John Marshall with 
enthusiasm. 

Late in 1959, a newsletter published in the “‘in- 
terest of <add tenants of shopping centers”’ 
devoted most of its issue to the “mall experiments 
cropping up like hydra-headed monsters all over 
the country,’ warned shopping center stores not 
to count downtown out because it was down. “Your 
survival,” it told shopping center stores, ‘depends 
on what you do about selling yourself to a public 
that has its roots deep in downtown as far back as 
the country’s modern history goes.” i 
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CREDIT SELLING NEED FEDERAL CONTROL? 
(continued from page 142) 

workable competition, it may well prove to be 
pernicious.” 


Concealing Credit Costs 

Concern over the effects of enactment of Senate 
Bill 2755 was expressed in a statement filed by A. 
Leonidas Trotta, manager of the Credit Manage- 
ment Division of the National Retail Merchants 
Association. He said: 

“The small minority of merchants who engage 
in deceptive credit practices could easily evade 
disclosure requirements by disguising credit costs 
as part of the base price of merchandise... . For 
example, the prevailing charge for revolving 
credit is 114 per cent per month. On the annual 
rate, it would run 18 per cent per year. There is 
nothing to stop a sharp-dealing merchant from 
putting all or part of his credit costs into the 
price and advertising 6 per cent, or even less, as 
his credit charge.” 

Another spokesman for the National Retail 
Merchants Association was Vice President Dun- 
can Holthausen of A. Holthausen, a department 
store in Union City, N. J. His testimony, al- 
though quite lengthy, may be epitomized in four 
words, “It can’t be done.” 

“Simple annual interest is meaningless to the 
American public as related to installment credit,”’ 
Mr. Holthausen said. “The American consumer 
will be done an injustice by the disclosure pro- 
vision of the proposed legislation.’””’ He charged 
that the simple annual interest proposal in the 
Douglas Bill “is intended to make the consumer 
feel that credit costs are excessive,” and com- 
mented that ‘understandable lack of knowledge 
on the public’s part about costs of retail credit 
in relation to simple annual interest may cause 
widespread resentment against hundreds of thou- 
sands of legitimate business concerns if the in- 
terest rate disclosure provision of the proposed 
legislation is enacted.”’ 

Possible effects of requiring disclosure of fi- 
nance charges in simple annual interest rates 
were stated by Mr. Holthausen as: (1) expansion 
of the illegitimate credit operator at the expense 
of legitimate business firms with resultant higher 
credit costs to consumers; (2) the concealment 
of credit charges in the price of merchandise; (3) 
an increase in the price of goods to both cash and 
credit customers, (4) and need for some type of 
retail margin controls. 


Yes... But 

Albert Haring, professor of marketing, School 
of Business, Indiana University, appeared as a 
witness on behalf of the National Retail Furni- 
ture Association. He said: 
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THE FINEST IN PRECIOUS GEM JEWELRY 


1) gg 


FOR OVER 
oO YEARS 


Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


Inquiries Invited 


Geo. Schuler & Co., Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC. 
On Bedford Road in Pleasantville, N.Y. 


























Be sure you and all buyers in 
your store are acquainted with 
the content and the way to use 
the Jewelers’ Directory Issue. 


It’s packed with profit-making 





information! 
—— — 




















TROPHY BASES 


Made from Mahogany, Walnut 
and various other fine woods. 


Can be finished in any color ac- 
cording to your specifications. 


Also all types of Wooden Handles 
and Salad Bowls made of foreign 
and domestic woods. 


ALL WORK 
CUSTOM MADE 


Send drawing or sketch for quotation 


PARAGON WOODTURNING CO.., Inc. 


431 West 28th St. New York 1, N. Y. 











“People should know the cost of buying on 

credit, provided they are given the information 

eae ea se ae % in a non-deceptive way and are given the whole 
stent 9 truth, not merely half-truths. The sincere opin- 
for durability ion is held, however, that this is a matter for the 

me fe states and that they are handling the matter so 

PLASTIC inall well that Federal legislation is not needed... . 
Thirty states, which include 70 per cent of the 


Decorator colors . 
population, have laws covering contract terms in 


N PARCHMENT selling automobiles. Of these 30, 18 have laws 
BA 
: plain or printed covering the sale of general merchandise as well 


as cars, and over 50 per cent of the people live in 


PATENTED 7285774 PS 3 those states.” 
R) : : Noting that the Model Uniform State Law 
Wiha: Soube. Committee of the American Bar Association is 


WITH LASTING POINT . drafting a uniform state statute on installment 
for SMOOTHER, CLEARER , selling, Dr. Haring said: ‘‘There certainly is no 
MARKINGS necessity for the Federal Government to usurp 


the states’ right in this area.” 

Business representatives, without exception, 
expressed approval of full disclosure of finance 
charges in connection with borrowing money and 
buying goods and services on the installment plan. 
But all of them said in substance that the simple 
annual interest rate provision in the Douglas Bill 
was unrealistic and unworkable and would prove 


AE 702 detrimental to business. No substitute for the 
proposed simple annual interest provision was of- 
fered, except that the states should expand their 
activities in the field of controls. ee 





This is the second in a series of articles based on 
hearings held by the Douglas Committee on Sen- 
ate Bill 2755, better known as the Douglas Bill. 
The first article, last month, dealt with sensa- 
tional testimony by witnesses who favor the legis- 
lation.—The Editors 


DO YOU REALLY WANT ETHICS? 

(continued from page 132) 

cause interested government agencies did not file 
their reports on time. Nevertheless, the spade- 
work already done should produce results when 


A 4i . 
a K Sime ONE-AND-ONLY, PATENTED, 100% AMERICAN-MADE the amendment is introduced at the next session 


‘4 pra . ® e of Congress. 
anne Beattie ¢ et Lighter Constant vigilance is needed to protect the 
J jewelry industry from itself and to maintain its 
SMOKER’S GREATEST ENJOYMENT. good name in the eyes of the consumer. The 
’ Jewelers Vigilance Committee is eminently qual- 


ified to do this, made up as it is of leading rep- 
resentatives of all segments of our industry. 


A PIPE’S BEST FRIEND...A PIPE 


Any lighter has this upright flame—(for cigars and 

cigarettes)— but ONLY THE BEATTIE HAS THE JET- 

FLAME for pipes, also. Many other selling-points, too: 
e Handy for lighting campfires and fireplaces. But if the industry wants the JVC to do the 
@ Ideal for thawing out frozen car-locks. | job of which it is capable, the industry will have 
¢ Practical for blackening gunsights. to pay for it with a larger amount of moral and 
@ Wonderful as a little “torch” for soldering jobs. financial help. 


Aim healthy profits right into your cash register with — We ask for vour support. Help us help vou bv 
11 BEAUTIFUL MODELS. Retail very profitably from $6.95 (illustrated) to $49.00. sending a check now to the Jewelers Vigilance 
Constant repeat sales in Beattie Flints and Wicks, too’ % A oe a 

io Committee, 15 W 44th St., New York 36, N. Y. 
W rite for catalog of the complete line: ” 
Dept. JC-K, BEATTIE JET PRODUCTS, Inc. * 19 EAST 48th STREET, NEW YORK 17, N.Y. ad # 


160 JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1960 





WHY NOT SELL WHAT THEY WANT? 

(continued from page 136) 

200 jewelers, I said: “In recent years a new trend 
has taken place in the flatware industry. From 
out of nowhere a really aggressive competitor 
has come to fight for the flatware business. 

“Stainless steel has come out of the kitchen 
into the dining room. Dealers who recognize the 
trend are cashing in. Their overall flatware busi- 
ness is good. Those of you who fail to recognize 
the changing conditions in flatware will find your 
sales down, way down. 

“Don’t get the impression that all silverplated 
flatware is on the way out. It is not so. But stain- 
less is an impressive competitor.” 

After my presentation, a dealer friend said, 
‘Mr. Cohen, you had no right to make that state- 
ment. Stainless is not a precious metal or even an 
imitation of a precious metal. It does not belong 
in a Jewelry store.” 

Needless to say I did not agree with him. 

Today, stainless flatware is no longer a novelty 
but a staple, sharing business with other quality 
flatware. We in the jewelry business in most 
cases did not lose flatware sales; we threw them 
away. We can, we must, try to get a larger share 
of the flatware business. 

Consider the case of clocks. The number of 
units sold today is greater than ever, not the 
staples but the fancy large clocks. The sales 
should be made in jewelry stores, but again they 
are being thrown away. 

One could go on naming item after item for- 
merly sold primarily in jewelry stores which are 








CASH for your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 











a complete selection of 
diamond rings, brooches, 


watch attachments, earrings, 
pendants, and fine diamond 
jewelry pieces, and a full 
assortment of loose diamonds. 


dino 


now sold through other outlets because we failed 
to take advantage of. or recognize, changing 


times. ; 
Pin-Lever Possibilities BL | U Of 
At the present time the industry is fighting 


pin-lever watches. But watch the records of Te ‘ Moat 
sales ... mostly through other outlets. Yet here 
is a good opportunity for vou to trade up. Believe | 


For more than half a century 
your most dependable source 
of fine jewelry has been 

A. Jaffe & Son, Inc. For zealous 
attention to your most 
individual requirements, buy 
from A. Jaffe, where reputation 
and reliability are more than 
words — they are the intrinsic 
spirit of a firm established 

in 1892. 


me, you need this pin-lever traffic and you should 
get it. Mr. Consumer would rather buy his pin- 
lever from a jeweler than from any other outlet. 

Industries catering to obsolescent manufactur- 
ing or selling methods perish; their lines can only 
be found in antique shops. Unfortunately, it has 
happened too often in our lines in our lifetime. | / 

Not so long ago “Howard” was one of the | ~A° TA FFE $3 SON ° INC. 
proudest names in the watch industry. They | 
made quality pocket watches. But they failed to 
recognize the trend of consumer interest to wrist 
watches, with the result that Howards can now 
be found only in antique shops. 

Think of Ansonia clocks, one of the best known | ANJRA SHOW. WALDORF ASTORIA, SUITES 967, 969 
names at the turn of the century. But their man- Member American Gem Society 
agement clung too long to obsolete machinery, 


64 WEST 48th STREET, NEW YORK 36, NEW YORK 
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This unusual assortment 
of nautical charms provides you with a 
valuable source of extra profits during the 
boating and racing season. Available in 
either Sterling or 14 Kt. Gold, these pop- 
ular and attractive nautical motifs will 
score a hit with the sporting crowd. Order 
now through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 


Start-Her-Necklace of 
“@Orienta”’ Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


65 Nassau S?t., New York 








obsolete management methods, and today their 
product is long forgotten. 

I mention these instances because too often I 
hear jewelers say: “I handle only quality goods. 
My trade is with the exclusive families in my 
community. I sold their grandparents, their par- 
ents, now I sell to their children.” 

Fine; by all means sell quality. But you must 
also sell style, and you must also sell the com- 
munity at large. Don’t limit your clientele to the 
carriage trade—the carriages will disappear, and 
so will your trade. 

You must be style-conscious, too, in your ad- 
vertising. Often I hear jewelers say: “I advertise 
continuously; I have a strong selling force. But 
my business is not good. What’s wrong ?”’ 

This recalls the bewilderment of the president 
of a dog food processing company who addressed 
his sales force in the following terms: 

“We process the finest ingredients in our food, 
pack the food in fine illustrated containers, adver- 
tise in all mediums. You are an energetic sales 
organization, led by a capable sales director. Why 
don’t you sell?” 

For several seconds there was silence. Finally, 
one salesman stood up and announced: “‘The dogs 
don’t like it.” 


See a Pro 

Trick advertising will not move undesirable 
lines and products. You must sell what your trade 
desires and needs. In today’s marketing you need 
professional assistance. You consult your lawyer 
for legal advice, your accountant for tax advice, 
your banker for financial advice. By the same 
token you should consult an advertising agency 
for advertising advice. 

Who knows? Maybe your watchmaker is an 
advertising expert? If so, make him your adver- 
tising man and get yourself another watchmaker. 

That not all stores can afford an advertising 
man presents no problem. There are many ca- 
pable, reasonable agencies that specialize in jew- 
elry advertising; add to this the cooperation of 
your important suppliers who are only too anx- 
ious to cooperate and who should be consulted 
from time to time. 

Let’s look for a moment at credit jewelers. For 
years they claimed that credit was their greatest 
appeal—a dollar a week, a full year to pay, no 
money down. Today, credit is still very important. 
But it is no longer an exclusive incentive unless 
you also give consumer value. The credit jew- 
eler’s competitor is no longer his fellow-jeweler 
offering longer terms or cheaper goods. It is the 
mail order house, the big department store, the 
credit card. 

To succeed in the jewelry business today you 
must study style trends and offer quality goods 
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at reasonable prices; you must have trained and un Thing of Beauty” That Sells on Sight 


enlightened sales personnel behind your counters. 

You must give service—jewelers are in a better 

position to service their lines than any other out- Le Se 

let, and your customers are willing to pay for Ly) we< sity IN Gravure 

service. Your advertising, whether newspaper or 5 . . “4 9 ae “tM _ Masterpiece 

direct mail, should be representative of your J x) Se 

store. Si) ees ee \E ) COMPACTS by 
You will succeed if you anticipate change, deal ‘3 i RH | 

with the future today. Zea 

BRILLIANT FUTURE FOR DIAMONDS i daar 


(continued from page 126) 


1959 for a rise of 7 per cent; consumer income You will be proud to display this work of art created 
after taxes of 358 billions—an increase of $24 by old world craftsmen. Silver-plated with a 
billions over last year; and expenditure by state reproduction of old masters exquisitely etched 
and local governments of $102.5 billions, against on cover and framed with a delicate scroll border. 
$98.5 billions last year. 

The Federal Reserve System estimates indus- You can see this showpiece plus 

, , , “ a many more outstanding com- 
trial production will rise 15 points, from 163 to pacts and purse accessories at 
178 (1947-49 index — 100), and the Securities 
& Exchange Commission estimates total new BOOTH 33 
plant and equipment spending for the year will Jewelry Convention and Trade Show 
hit $37.3 billions, up 10 per cent from 1959. Hotel Waldorf-Astoria 

New York — August 14th to 18th 


Bigger Inventories cae STRATTON OF LONDON, INC. 





perity. Jewelers’ diamond inventories reflect the | 

warm sun of prosperity in their size and value, | vii 
with more jewelers than in past years reporting 
an increase both in the dollar value and weight of i N 

their diamond jewelry stocks. Of great impor- ( , 


tance, they regard their enlarged inventories as 


normal to improved demand. | 1) I A \ ! O N 1) we a 
The very best quality diamonds, like men of 


comparable caliber, have always been hard to 
find, and last year the retail jeweler consensus 
was that the better grade stones continued to be 











Median Retail Prices of Brilliant Cut Gem Diamonds 
(Unmounted less tax—Quarterly averages) 





1950 1955 1956 1957 1958 


$125 $131 $133 $130 $132 
315 311 323 325 328 | sere bes 
858 855 860 866 896 Buy established color, quality 
| rice line 
2058 2078 2165 2220 2281 | na pri 
3546 3641 3869 4108 | Buv uniform grading and sorting 


Buy at the most « ompetitive prices 








Note: The 10 per cent price decline for 3-carat 
stones is a statistical variation, due to the . a Tiaw. 1) 
relatively few stones of this size quoted on. Buy more than 100 years ol 


di ymond experience and integrity 
relatively difficult to come by. Nevertheless, the 


percentage of jewelers reporting top quality dia- 

monds in short supply declined from 76 per cent | | 

a Soe 2S Se SSeS ee ‘AN PRAAG DIAMOND COMPANY 
Jewelers generally were satisfied with the a oe ri \VE . NEW YORK. N. \ 

variety of stone sizes available, having consider- | mi iy 

able latitude of choice in the 1,648,573 gem dia- 

mond carats (in cut carats equivalent) imported 
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See 


SOLE IE ; noe mnee 


“7 0000 — 


Original 
Cost 
$4,600 
Will Sell 
At Sacrifice 





Bookkeeping Machine 


In excellent condition. “National Cash Reg- 
ister’ with cash drawer, late model #2200- 
2267 (11) 1C Series, used less than one 
vear, very adaptable for retail or wholesale 
ofhce. 27 separate distributions, 9 transac- 
tion banks, very versatile. 

Write, Wire or Phone Collect 


E. J. SCHEER, Inc. 


253 E. Main St., Rochester 4, N. Y. 
Phone: BA 5-4890 





this is the amazing YASHICA Y16 


... the exciting little camera that’s been breaking sales records 
at camera counters across the country. It can be a real year- 
‘round sales producer for you, too, and bring in extra profits. 
Takes no special skill or knowledge to sell a Y16. It’s just about 
the easiest camera to use. So small it fits a lady’s handbag or 
a man’s pocket, and yet, takes incredibly sharp, big pictures. 

The Y16 is handsomely styled and appointed, and is available 
in a choice of attractive colors—so attractive, it practically sells 
itself. And films are readily available, too—with mailbag in- 
cluded for convenient processing service. 


For fast turnover, you can’t beat the Yashica Y16 at $34.95 with 
case and wrist strap. For complete details, write to: 


(Y) YASHICA INC. DEPT. JK-8. 234 FIFTH AVENUE, NEW YORK 1, N. Y. 
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in 1959—an increase of 35 per cent over 195% 
and an all-time peak. 

Re-exports also rose during 1959, but the ratio 
of total to net imports changed only fractionally, 
meaning that diamond imports for purely do- 
mestic consumption increased about 30 per cent. 

Retail diamond prices remained virtually un- 
changed during 1959—prices of smaller stones 
were up slightly, those of larger stones were 
slightly lower. There was no indication that the 
larger-than-usual diamond inventories being held 
by importers, wholesalers, manufacturers and re- 
tailers were acting as a depressant on retail gem 
prices. 


The Diamond Abroad 

Though the United States is the premier dia- 
mond market, both in terms of population and in 
consumer purchasing power, the diamond’s pros- 
pects in Europe are growing, thanks to increased 
prosperity stemming from the newly formed trad- 
ing communities. 

The diamond engagement ring tradition is al- 
ready well established to at least some extent in 
such countries as England, France, Italy, Aus- 
tralia, New Zealand and Canada. And in coun- 
tries where it does not exist—Sweden and Ger- 
many are prime examples—leading jewelers are 
eager to establish the custom. In an era when 
rapid communications permits fads and con- 
sumer habits to jump national borders with ease, 
European jewelers plumping for ‘a diamond ring 
for every bride” stand a good chance of success. 

From every angle—bridal ring market. luxury 
gift market, current sales or potential sales—the 
diamond picture is a bright one. It can be made 
even brighter by retail jewelers’ energetically pro- 
moting as Christmas, anniversary, and birthday 
gifts the eternally popular diamond. Zee 





A PENCIL CAN BE AN EFFECTIVE 
WEAPON 


A pencil is a rapier—it can cut unmerci- 
fully. It can also point a rigid finger at 
a wrongdoer. 

Happily, the pencil can also be used in 
more pleasant ways. You should use it 
when you read JC-K. When you see some- 
thing of unusual interest, underline it. 
Draw a circle around it—indicate it with 
a big, red arrow. 

Then, pass the issue on. Your friends 
and associates will appreciate the spot- 
lights you have turned on throughout the 
book. 
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Bromberg’s interior, showing crystal fountain, central selling area, 
entrance awning extending within. Curtains are drawn in this view. 


Wlodernity 


combine at 


old jewelry firm’s new store 


is modern design at its best 


JEWELERS’ CIRCULAR-KEYSTONE, . 


® THE NAME ‘‘BROMBERG’”’ 
meant jewelry to Alabamans 
when hostile Indians prowled 
the Alabama backwoods and 
Americans were smarting un- 
der the indignity of Mexican 
seizure of the Alamo. 

A century and a quarter in 
the retail jewelry field has 
firmly established Bromberg & 
Co. as purveyors of fine jewelry. 
But the company is no prisoner 
of tradition, and when Brom- 
berg & Co. opened its new store 
in Mountain Brook, Ala., a resi- 
dential suburb of Birmingham, 
it cast architectural tradition to 
the winds. 

The new store presents a 
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atte 


American Institute of Architects, Alabama chapter, awarded 


first place in the commercial 


division of an architectural 


contest to Bromberg’s striking, glass-fronted suburban store. 


graceful, “wide open” front to 
the world, with more than half 
the frontage floor - to - ceiling 
glass panels and the remainder 
pre-cast marble chip with gray 
ceramic tile trim. Both front 
and rear exposures are gently 
concave, and the rear is a near 
duplication of the front in over- 
all design and opens on a land- 
scaped parking area. Colorful 
awnings over both front and 
rear entrances extend well into 
the interior, adding to the out- 
door effect created by the glass 
walls. The latter may be cov- 
ered by drawing draperies of 
imported Belgian linen, which 
match the beige walls and wall- 


to-wall carpeting in sales area. 

Central motif within is a 
double-tiered crystal fountain 
surrounded by a six-sided show- 
case and illuminated by a ceil- 
ing lighting fixture concealed by 
a plastic ornamental grill. 

An unusual feature is the 
patio behind the store which be- 
sides being used by customers is 
made available for women’s club 
teas and other social affairs. 

Birmingham architect Henry 
Sprott Long designed Brom- 
berg’s new store, and J. Gordon 
Carr, the New York architect 
who did the interior of Tif- 
fany’s, designed the interior. 

gaa 
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g COMMU 
STVERPLATE 
STAINLESS 





Why. are customers sold on Community*? Because they know the name, know what 
it stands for—top quality, beautiful design, outstanding value. Now, to add to your 
selling success, Community gives you two flatware lines . . . Community Silverplate 
.. . Community Stainless ... for complete customer coverage! Whether your cus- 
tomer’s in the market for the gleaming beauty of silverplate or the carefree qualities 


co mean @lal-sler. 





of stainless, you have what she wants. eet og 
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‘Heer FOR COMPLETE. | 


ON ae 


the finest silverplate 


New money-making specials in Community* silverplate! One of the hottest: 2-piece carving 
set only $1.00 (regularly $16.50) with the 52-piece service for 8, extra-value drawer 
cabinet included, for only $89.75. Another sales winner: 40-piece service 
for 8 at $49.95. In attractive gift box, or chest as SAVE C- 
| optional extra. Offer the 4-piece serving set aa 
for $9.95—a $19.00 value! All this : 
and the backing of big national 
‘y advertising for ‘‘the look of sterling 
’ at a down-to-earth price.”’ 


*Trademark of Oneida Ltd., Oneida, N. Y. 










| CUSTOMER COVERAGE 


COMMUNITY 
the finest stainless 


Best thing that ever happened to stainless! A name customers know .. . the quality they want. 
In two fresh new patterns—‘‘Celebrity’’* and ‘‘Driftwood’’*. Community stainless is beautifully 
tapered, perfectly balanced, with smooth high- gi. 
luster finish. Packaged to help you sell, in 7 TW 

handsome wood buffet trays. 16-pc. serv- 
ice for 4,$24.95, 24-pc. service for 6, 
$37.50, 34-pc. service for 8, $49.95, 


50-pc. service for 8, $59.95, 74-pc. 
service for 12 (in chest), $89.95. 


*Trademarks of Oneida Ltd., Oneida, N. Y. 


COMMUNITY HOLLOWW 


; 


Ke 


For bigger-and-better gift promotions, plan around Community* hollowware. There are prices 
to fit every budget . . . pieces to fit every occasion—showers, weddings, Christmas, birthdays 
and anniversaries. Every piece is expertly crafted, plated with pure silver, polished to gleaming 
beauty— and backed with the name your customers know, trust, want! A wonderful way to 
plump up your profits. Featured examples: tea and coffee services in Ascot*, Melon*, Ballad*, 
Henley*. For more information, call your Community representative or franchised distributor. 


Oneida @ Silversmiths 


Heirloom* Sterling 1881 @Rogers ~*Silverplate Tudor* Plate Oneida Community Oneidacraft* Stainless Onedia* Dinnerware *Trademarks of Oneida Ltd., Oneida, N. Y. 
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Table top f ashions 





Answer to the demand for more spectacular 
pieces is this Spode tureen and stand in Gains- 
borough pattern. Capacity, 4% quarts; retail 
price, $65.60. From Copeland & Thompson, Inc., 
206 Fifth Ave., New York. 


“Trianon,” new Franciscan Cosmopolitan China, 
features brown and blue leaves in shadowed color 
against white. Five-piece place setting retails at 
$12.95. From Gladding, McBean & Co., 2901 Los 
Feliz Blvd., Los Angeles. 


New English translucent china “Citadel” has 
finely traced gold leaf outlining inner rim; gold 
band on outer. Five-piece place setting is $14.95 
($11.95 in platinum). From Doulton & Co., 11 
East 26th St., New York. 
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Fostoria Garden Club Center series of vertical 
containers is designed for long-stemmed flowers 
or taller floral arrangements. Prices range from 
$2 to $10. From Fostoria Glass Co., Mounds- 
ville, W. Va. 


“Autumn Mist” pattern in Coalport bone china 
from England shows chrysanthemum border in 
muted grays, light brown, turquoise; 5-piece 
setting, $20 retail. From Camden Hall, Inc., 49 
West 23rd St., New York. 


a 
Ll] oa 
<Yle 


Heavy Swedish crystal candlesticks with blown 
tear drop in base, 8 inches tall. About $19.50 
retail for the pair. From Bertson House, Ltd., 
212 Fifth Ave., New York. 





Or over 14 
onsecutive Years... 


0.1 Sales Showcase for: 


hina, Glass and Pottery, 
liver and Metalware 


Every year, the major national advertisers in your field put more 


advertising in House BEAUTIFUL than in any other home magazine. 


Their experience confirms their judgment ... House BEAUTIFUL’S 
p juag 


900,000* pace setting families buy at once...and once sold... 


influence millions more to buy! That’s why, for 1959 as for 14 con- 


secutive years, the box score in ad pages looks like this: 





1959 SILVERWARE & METALWARE* * 
PAGES 
HOUSE BEAUTIFUL ...... 38.2 
Living 
House & Garden 
Better Homes & Gar... 
Sunset ... 


* “SOURCE: PIB — Home Magazines 














1959 CHINA, GLASS & POTTERY + 
PAGES 

HOUSE BEAUTIFUL ...... 52.1 
OE SLI 
New Yorker a 
House & Garden ........ 37.5 
Seventeen ...... . 19.5 


‘SOURCE: PIB—Al!Iil Consumer monthlies 








572 Madison Avenue, New York 22, N. 


Publisher's estimate last six months 1960 ONE OF THE 13 KEY HEARST SELECTIVE MARKET MAGAZINES 
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New complementary trio of wine glasses de- 
signed by Frank Schoonmaker, wine authority, 
named “Epicure.” Handblown glasses retail at 
$1.50 each. From Seneca Glass Co., Morgantown, 
W. Va. 


Une of a series of 12 tableware items with air 
twist Rhapsody pattern in Norwegian crystal. 
Prices range from $3.00 to $12.50 retail. From 
Silver City Glass Co., Meriden, Conn. 


Graceful butter dish designed by Ben Seibel for 
casual setting comes in all Iroquois’ Impromptu 
patterns, above, $3.95; all Informal true china 
at $4.95. Iroquois China Co., Syracuse, N. Y. 
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Quietly elegant “Silverdream” in Minuette shape 
in popular platinum rim and decoration. Five- 
piece place setting in Franconia China retails 
at $15.50. From Herman C. Kupper, 39 W. 23rd 
St., New York. 


Matched to the dinnerware pattern or appropri- 
ate as a gift alone is this 2-piece cigarette set 
in “Blue Sprays” bone china. Retails at $5.00. 
From Roval Worcester, 11 East 26th St., New 
York. 


Gadroon compote is elegant appointment in fine 
china for buffet or seated dining when a dis- 
tinctive arrangement of fruit or flowers is de- 
sired. Ivory with gold trim; height 6 in., diam- 
eter, 834 in.; retails for $12.95. From Lenox, 
Inc,. Trenton, N. J. 





— 
=— 
a 


variety \4 


we! 


Spode 


THE INE ENGLISH 
DINNERWARE 4 boatload of ' 
eift-giving: trays, bowls, dishes, jugs, 
tureens, what-have-you. 


fancies’ for 
comports, 


( 


FRANCONIA CHINA 


“One of Europe's Finest” 


“Delphine” 


Fast selling blue pattern to be nationally advertised 
in House & Garden, September 1960 the issue 
devoted to promoting “Happy Blues” as a major color 
in home fashion color for Fall. 

Wreath of Delphinium blue Forget-me-nots on rim of 
pure white, translucent china; border of paler tone of 
blue; exquisite Louis XV shape edged in Platinum. 
5 pe Place Setting retails for $13.00 (slightly higher 
South & West). Companion “Delphine” Crystal in 
7 sizes—$1.95 per glass. 

At N.Y. Gift Show, Trade Show Blidg., Rm. 642— 

Aug. 21-26. 
HERMAN C. KUPPER, Inc. © 39 West 23rd St., New York 10, N.Y. 
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Dinnerware, Glassware and Gifts 





By JERRY GEWIRTZ 
JC-K Gifts Editor 


Elegance in China and 
Glass Wins Favor With 


Suburbanites 


@® VIVE ENRICHMENT! 

This is the word most aptly and frequently 
used to describe current trends in home furnish- 
ings, be they traditional, contemporary or transi- 
tional. 

This interest in elegance has been reflected in 
the return of more decoration in china and glass 
as well as a revived interest in objets d'art. 

Suddenly sought out by unsolicited customers, 
art dealers have been doing a landslide business 
in originals, prints, sculpture, ceramic design, 
and the like. 

Some few jewelers, but not nearly enough, have 


joined the swelling ranks of those who talk about 


and merchandise objects to enrich the home. 

There’s no need for the jeweler to become an 
antique dealer. Not every gallery has original 
Picassos. He can, though, talk about some of 
his rare designs in traditional china; dramatize 
the elegance of modern: and encourage the col- 
lection of “heirlooms of tomorrow,” crafted and 
priced for today. 

There are infinite ways of wooing and winning 
the interest of the young marrieds who are shop- 
ping the galleries today. The manufacturers and 
importers have a vast number of artwares that 
fit into the category of collectors’ items. And, 
with the jewelers’ needs in mind, they offer com- 
pact and compelling display units. 

How to get the young marrieds into the store? 
They must know first that you have these art 
pieces for which they are so avidly hunting. The 
young suburbanite, for example. who is a diligent 
member of the local flower club would be happy 
to attend a store promotion that shows how liv- 
ing with art is helped by flowers. You could 
invite her to participate in a Flower Club day, 
during which she and her colleagues could ar- 
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An Important Quality 
of Sterling Silver 


is Human 





It is the human quality that gives to sterling its enduring appeal, 
its beauty of form, of final finish and perfection of manufacture. 
Only true craftsmen can work and shape sterling, giving to it 
the lifelong qualities that make silver the prideful possession of 
millions of American families. 

The modern silversmith has many skills not easily come by— 
his integrity, craftsmanship, long experience and versatile design 
abilities are but a few of the ingredients which help create the 
universal demand sterling always enjoys. 


Handy & Harman,asa principal supplier of virtually every form of 
sterling for the manufacturer, is proud to be part of this picture. 


Your No.1 Source of Supply and Authority on Precious Metals 


HANDY & HARMAN 


General Offices: 82 Fulton St., New York 38, N.Y. 


Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Calif. 
New York, N. Y. «¢ Providence, R. I. « Toronto, Canada 





English Bone China 


TEAS 


IN STOCK! 


Exclusive U. S. A. Distribution by 


\ THE 


SALEM CHINA CO. 


SALEM, OHIO 


Phone, write or wire today 
for literature and prices. 


Assortments 


Ly Price 
Princess Anne 
$2.95 retail 


Princess Beth 
$3.95 retail 


Princess Diane 


$6.00 retail 


Princess Carol 


$5.00 retail 








>. 


Your own spoons made 


S-- on special order. Min. 
“ey 6500 plated or sterling. 
: 4 wks. del 

ee as 


from 
NORWAY | 


4” high 


Marthinsen 
, Souvenir 
Demitasse Spoons 
of the 50 
States, with 
authentic seals. 
A collector's item! 
Silver Plate—$6.00 
per doz. wholesale. 
Available for immediate 
delivery. 
Send for our complete catalog of sterling 
and enameled silver, sterling enameled 
jewelry, crystal, china and pewter. 


Jeb ber Inquiries Invited 


TEBE WEGIAW SILVER CORP. 


Norway House, 290 Madison Ave., New York 17, N. Y. 
Additional showroom, 225 Fifth hve _N_. Y. C., Room our 





See us at N. Y. Gift a in 21- 26, N. Y. Trade Bido.. beens 625 
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range flowers in pieces of sterling, china or crys- 
tal hollowware that do double duty in the house. 
An old tureen becomes highly saleable when your 
prospective customer sees it work as a table cen- 
terpiece. 

Give your china and glass department more 
sophistication by emphasizing its international 
flavor. Have an “international fair.” Serve 
crullers, pizza, fish ’n chips or tea and biscuits, 
each in appropriate china or glassware from the 
country of its origin. 

This kind of promotion may sound too elabo- 
rate for the small jewelry store. Not so. Check 
with a local travel agency or airline headquarters 
and let them help you. If the end result is really 
notable, contact your bank and suggest they put 
the display on for a longer period—with the se- 
lected art pieces prominently shown inside the 
bank. 


SPOTCHECK of market opinion indicates 

that the demand for platinum rims and 
decorations continues to grow in favor. Lenox 
recently announced that its longtime favorite 
“Wheat” is now available in platinum. 


HE British Exhibition in New York City’s 

Coliseum was the opportunity for English 
china companies really to show their wares to 
best advantage. Josiah Wedgwood & Sons in- 
troduced two new bone china patterns, both of 
which will be available in 1961. “Colonnade” 
featured a stylized flower border and a tracery 
of gold at the edge. It has black outlining of 
rows of columns circling the rim. “Ice Rose” has 
the popular rose motif in a new interpretation. 
Two blue roses are centered on a coupe-shaped 
plate, with pale yellow-green leaves complement- 
ing the delicate blue of the roses. 


YRACUSE CHINA CORP. has been bursting 
with news the last couple of months. Mrs. 
Richard M. Nixon was presented with a set of 
Carefree china when she visited Syracuse. The 
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Gift-Wrapping 
Ideas For You 


i> ' ? . 


.. available with 1960 Tie-T: 
papers and ribbons—select 
from individual packages, or 
complete store programs. 
Have one of our gifi-packaging 
specialists show you. 


CHICAGO PRINTED ® I STRING COMPANY 





2300 LOGAN BLVD., CHICAGO 47, ILLINOIS  — 


Mfd.in Canada by Ribbon Fabrics, inc., Riviere des Prairies, Quebec eo 








Strasbourg... English Bone China 


Burgundy ... English Translucent China 


AMERICA 
IS TAKING TO 
ROYAL DOULTON 
IN EVERY WAY! 


The enthusiastic reception 
across the country for Royal 
Doulton’s new English Trans- 
lucent China has been over- 
whelming! Its popular price 
appeal plus its exceptional qual- 
ities give you the benefits of a 
volume as well as a prestige line. 


Sales for Royal Doulton’s 
world-renowned fine English 
bone china continue on the up- 
curve. Figurines and character 
jugs complete this famous line 
that has a tremendous profit 


heehee eee eee eee SSCS LCCC CSCC SCC CSCC CCC CCC CSCC OC OC SCC CSCOSCCOSCOSCOOSCOOSCOSCOOSCOSCOCOCTS CC 


potential for you. 


Ropal Doulton 


BERR R EE 


Doulton and Co., Inc., 11 East 26th Street, New York 10, N.Y. 
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presentation was made by Dr. Jules R. Gulden, 
of Syracuse China’s Household Tableware Divi- 
sion, at a breakfast sponsored by the Women’s 
Division of the Onondaga County Republican 
Committee. 

The Carefree line is the chief attraction in the 
Syracuse Fall Festival Sale. Scheduled for Oct. 
10-22, the sale enables stores to offer customers 
savings of from 20 to 40 per cent on Carefree 
place settings and sets. A contest for clerks is 
part of the festival. Promotion kits are avail- 
able. 

The company also played host to the wives of 
the household tableware sales representatives 
who met in Syracuse for the annual mid-year 
sales meeting. It was the first the women at- 
tended, and they were given an opportunity to 
vote on new patterns. An increased consumer 
ad campaign was announced. 


IRST issue of Royal Worcester’s new monthly 

bulletin for retail sales people announced a 
‘“‘Sell-and-Tell” contest, with monthly prizes. A 
$50 prize will be awarded each month to the re- 
tail sales person who sends the company the best 
Sell-and-Tell story on “How I made a successful 
Royal Worcester sale.” The new bulletin con- 
tains selling information, news from the com- 
pany, stories on patterns, gourmet tips and home 
fashion news. 


EMO on markets and gift shows: Mrs. 

Franklin D. Roosevelt will speak at the 
15th Floor Merchandisers Club semi-annual 
breakfast for buyers during the China, Glass & 
Gift Market in Chicago, July 31-Aug. 12. The 
M&M Club will also hold an Alaskan cocktail 
party during the show. 

West Coast line-up for summer shows—San 
Francisco, Aug. 7-10; Portland, Aug. 14-17; Seat- 
tle, Aug. 21-24. Not one inch of space was left 
in the 100,000-square-foot Brooks Hall for the 
August San Francisco Gift Show at deadline time. 
Next year Polk Hall, connected to Brooks Hall 
by escalators, will be used in addition to Brooks 
Hall. 

Parker House Fall Gift Show, Boston, will be 
held the week beginning Sunday, Sept. 11. Ex- 
hibits will be open to retailers on Sept. 11, 12, 13, 
14 and 15. 


ROQUOIS CHINA CO. has announced a sales 

incentive plan for store personnel. Including 
Iroquois’ three casual collections—Impromptu 
True, Informal True and Casual China by Russel 
Wright—tthe company will pay store salespeople 
a premium of 50¢ for each sale of a 16-piece 
starter set and $1.50 for each 44/45 set. In an- 
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.AT THE GLOBAL MARKET 


THAT SETS THE PACE 
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¢ Buenilum Accessories « 


CARRY ALLS IN 
IMPECCABLE 
TASTE 


fi d 








Burma 
Teak— 
Lustrous 
Buenilum 


Rims 


pesigne? b 


Show Calendar and Representatives: 


Bresiauer-Underberg, Inc., New York Gift Show, Aug. 21- 
26, Empire Room, Hotel New Yorker 

Raiph L. Parlow, Boston Gift Show, Sept. 11-15, Parker 
House, Room 550 

Daniel L. Weston, Chicago Gift Show, July 31-Aug. 11, 
Room 677, Palmer House 


Harian P. Saubert, Dallas Trade Mart, Room 1745, Dallas, 


Texas—All Shows 
Stanley F. Radke, P. O. Box 1064, Atlanta, Georgia 
C. A. Shroads, 743 Krameria St., Denver 20, Colorado 
Miller Bros. Ltd., 32 Front St. W., Toronto, Ont., Canada 
CATALOGUE ON REQUEST 
SHOWN AT ALL MAJOR GIFT SHOWS 


BUEHNER-WANNER, INC. 


66 Fort Point Street East Norwalk, Conn. 











nouncing the plan, Earl Crane, company presi- 
dent, said: ““‘We feel that the plan provides bene- 
fits not only for the sales person but for the re- 
tailer as well. It gives his sales staff an increase 
in income for which he doesn’t have to foot the 
bill.” 


NEW finish rather like crystal or “‘moire”’ 

in appearance has been introduced by Wear- 
Ever Aluminum, New Kensington, Pa.; it is 
called Kensington Moire. The line, just released, 
includes 22 items—plates, trays, compotes, ete. 


Sy JENSEN, head of Svend Jensen of Den- 
mark, Inc., of Rye, N. Y., has been appointed 
to the special committee of Danish merchants 
here in this country who are planning a “Wel- 
come to His Majesty the King and Queen of 
Denmark Week” in conjunction with their visit 
to America early in October. 


ORVILLE A. PETTY Il 


AMES in the news this month include the fol- 

lowing: Orville A. Petty II has been elected 
vice-president of sales, Lenox, Inc., Trenton, N. J. 
Mr. Petty was formerly associated with Shick as 
vice-president and director, as well as with the 
Daffin Mfg. Co. of Lancaster, Pa. 

Publicity guide at the Royal Worcester Porce- 
lain Co., 11 E. 26th St., New York, is Jane Pfeifle, 
formerly associate editor of the house organ for 
S & H Green stamps. 

Justin Tharaud & Son, Inc., importers of china, 
earthenware and glass, at 129 Fifth Ave., New 
York, announced the following additions: H. 
Warren Shaw will represent the company for 
toyal Netherland crystal in the mid-western 
states; Frank W. Thoman will handle all the 
lines in Upper New York State. 

The Edwin M. Knowles China Co., Newell, W. 
Va. has named Bert Grue their Midwestern rep- 
resentative. 

Frederick Lunning, New York, will import a 
line of ovenproof earthenware called Bersa. The 
ware is white with stvlized green leaf decorations 
and is made by Gustavsbergs, Fabriker, Gustavs- 
berg. Baa 
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SILVER CITY GLASS CoO., INC., MERIDEN, CONN. 








fogue wines and dines your best customers... visually of course, but effec- 
tively, in an atmosphere that creates the finest background for sterling silver 
sales. kor the VOGUE reader's frequent entertaining demands a well-set table 


that means more than food... that means sterling perfection, from the silver 


inife that spreads the hors d’oeuvres to the spoon that stirs the after-dinner 


coffee. Your silver advertising will sell in ..- 
VOGUE, a Condé Nast Publication, New York 














Where to Dig for Stones 
GEM HUNTER’S GUIDE. By Russell P. MacFall. Il- 


lustrations, 53 in color. 188 pp. Second Edition. 


$3.95 from Book Department, JC-K. 


Rockhounds—and there are many jewelers 
among them—will welcome this new, revised and 
enlarged guidebook. 

Mr. MacFall begins with useful advice on how 
to hunt for gem minerals and how to identify 
them. Eight pages of color photographs show 
rough specimens as they are found in nature. 

Two chapters discuss the occurrence of dia- 
monds and pearls in the United States, and then 
the use of invisible ultraviolet radiation (black 
light) is explained. 

The reader is ready, by now, to grab his pick 
and go. Fortunately, the rest of the book is a 
Baedecker of sites where gem materials may be 
found. Hundreds of locations in 43 states and 
Canada are listed. The book not only gives the 
name of the town and county but directions for 
reaching the site, which are often in detail: 
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OUR DISTINCTIVE 

CHRISTMAS TREE DINNERWARE 
available in complete open stock, 
5-pc. place setting, 

$7.54 retail. 


ORDER NOW FOR YOUR 
PRE-CHRISTMAS SELLING! 


Immediate delivery f.o.b. our New York warehouse. 


Bertson House | td. a a Ba Filth Ave. Al ”? Oth >) 
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Pub. 
1958 by Science and Mechanics Publishing Co., Chicago. 


“A short distance W of Montville on U.S. 202 
is a sign for Va'halla Lake. Turn up this side 
road and up a hill to a left turn between two stone 
vate posts marked Valhalla Lake. Continue on 
hardtop road N and around lake for a mile toa 
brook. Park here and walk up.a wagon road par- 
allel to brook to a fork. Take left-hand trail for 
130 paces. Here, a dim trail leads to the left. 
Follow it 14, mile to the top of the mountain and 
to a large white boulder.” 

Road maps are often included. 

These directions are a rockhound’s delight— 
when they are correct. One, for instance, listed 
near Philadelphia, is now covered with houses. 
As the author advises in an early chapter, write 
in advance or make inquiries before taking a gem 
hunting trip. 

Mr. MacFall’s book will assist and delight any- 
one interested in gem hunting. Even if they don’t 
happen to be rockhounds, jewelers will find it a 
useful source of conversational material. 





PASS IT ON 


Iiave you found information in this issue 
you think unusually interesting? 

if you have, why not share it? There are 
undoubtedly others around you who would 
also benefit as you have from reading ma- 
terial in this issue. Go ahead—pass it on! 
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COLORFUL CHRISTMAS TREE CRYSTAL. 
Retail per dozen: 

Skyball, $16.50; 

Hiball and Old Fashioned, $15; 
Double Old Fashioned, $18.50; 

Wine or Cocktail, $21; 

Shaker, $7.50; 

Martini Mixer and Stirrer, $6. 


CHRISTMAS TREE-FOOTED COMPORT 
for cake, canapes, etc. Retail, $6.75. 
From our collection of 
individual gift items. 

New York 10, N. Y. Vu 


Room 2005-4.» 





Briefly 


FATE OF THE IMPORT LABELING ACT must await the post-convention return of Congress. 
The original House measure, as amended by the Senate, would not require 
Treasury Department enforcement of relabeling provisions in certain cases. 
Both retailers and the administration objected to enforcement provisions in 
the original bill, and the Treasury Department still feels the law would 
be unenforceable despite Senate modifications. The bill now goes to a 
Senate=-House conference. 


THE RE-CONVENING OF CONGRESS IS KEEPING HOPES ALIVE for possible action 
this year on the Harris National Fair Trade Bill, long pigeon-holed in 
the House Rules Committee. Rep. Oren Harris, the bill's sponsor, had 
Secured by the time Congress recessed 135 of the 219 signatures needed 
on a petition to release the bill to the House floor for debate and vote. 





OTHER KEY LEGISLATION AFFECTING JEWELRY was sidetracked in Congress this year. 
Jewelers will seek action again next year on: repeal of the federal excise 
tax on jewelry; extension of the Gellman ruling to include retailers; and 
amendment of the National Stamping Law. On the latter measure, jewelers’ 
groups are seeking to require that any article made of gold or silver and 
Stamped with a quality mark must also be stamped with an identification 
mark. 


MORE EQUITABLE DEPRECIATION TAX LAWS may result from a study launched by the 
Treasury Department to determine what changes businessmen would like to 
see in present laws. The Department sent questionnaires to some 2700 
corporations and an additional 8500 went out to smaller firms from the 
Small Business Administration, which is cooperating in the study. 


DESPITE RECORD SECOND QUARTER, DIAMOND SALES DECLINED in the first half of 1960 
from same period in 1959, DeBeers Consolidated Mines, Ltd., reports. Gem 
and industrial diamond sales totaled $122,440,339 in the first six months 
of this year against $126,555,962 in 1959. Gem diamond sales reached a new 
high in the second quarter, however, with sales of $48,196,856. 


A $14 MILLION STOCKPILE OF DIAMONDS is reported by a Congressional committee to 
be in the Agriculture Department's surplus storage bins. The 992,000 
carat collection of low-grade stones, intended for cutting tools and 
other industrial use, resulted from the government's program of bartering 
Surplus farm crops for strategic materials from abroad. 


RETAIL JEWELRY STORE SALES WERE UP 12 PER CENT in May from April figures, according 
to the U. S. Department of Commerce, but showed no change from May, 1959. 
In comparison, total sales of all retail stores in the U. S. were down 2 
per cent from April, but were 2 per cent ahead of last May. 


HOW COMPANIES ARE DOING=--Bulova Watch Co., Inc., had a net sales increase, in 
the fiscal year ending March 3l, of 14 per cent over 1959, with sales 
totaling $66,606,126 compared to $58,446,574 the year previous. Net 
earnings amounted to $2,669,649 or $1.37 per share against 1959 earnings 
of $2,527,168 or $1.30 per share, which included special non-recurring 
items amounting to 52¢ a share .. . Elgin National Watch Co. reports 
earnings of $338,000 for the first quarter of the fiscal year beginning 
March 1, on net sales of $8,115,000. In the same period last year the 
company showed a loss of $304,000 on sales of $5,595,000 . . . Hamilton 
Watch Co.'s president, Arthur B. Sinkler, predicts the firm's net for the 
Six months ending July 31 "most likely" will be as high as the $347,308 
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NEVER BEFORE 
HAS ONE LINE OF 
WATCHBANDS 
BEEN’ SO COMPLETEL 
SUPERIOR T0 
ALL OTHER 
~ LOW-PRICED 
LINES 





THE GREATEST LOW-PRICED WATCHBAND LINE ON THE MARKET 


SUPERIOR STYLING! Hadley has the SUPERIOR IN QUALITY! All Hadley bands have stainless 
good looks of the best bands made because steel inside construction for greater durability and flexibility 
Hadley gents bands are a full ‘46° wide i ... just like the best of the high priced bands! Hand-lapping 
—not the usual %”. This strikingly greater ae gives a mirror-like finish. And Hadley bands feature Jiffy- 


, 
> 


width immediately identifies Hadley’s high ) change ends... you fit 9s", 146° and %” in a jiffy! 


styling in contrast to ordinary low priced ne 
bands. Pius HADLEY’S terrific mark-up! 


SUPERIOR PACKAGING! Every Hadley band is beauti- 
fully presented in its own molded plastic box. Look at them! 
Is there anything comparable in the low priced field? No 
wonder Hadley bands are so saleable! 


A low-priced reputable line giving you the big profit you 
need so badly these days. Look at these typical examples: 


style retail your cost 


#710 Ladies 1/20 10K G.F. ................. $1.30 

SUPERIOR SELLING AIDS! Your complete low-priced #715 Ladies 1/20 10K G.F. ...0..... ce. 4. 1.45 
line is at your fingertips with this magnificent new presenta- eae oe 1/20 10K G.F 1.60 
? oS ca , ts - # adies 1/20 10K G.F. ' . 1.85 

tion book. You show 20 styles instantly. Free with order of +760 Ladies 1/20 10K GF. .................... 7. 1.95 
36 band assortment. 2850ST Gents Stainless ee . ; 2 1.25 

#815ST Gents Stainless Steel ................ 4. 1.45 
Also available with #810ST Gents Stainless Steel . ie 1.65 
7 , accor : #7855 Gents 1/20 10K G.F. a te : 1.95 
(0 band assortment #825 Gents 1/20 10K GF. Sree 2.05 
order: the famed Had- +820 Gents 1/20 10K G-F. . a at 2.25 


ley Bandwagon. 


see the line at 
BOOTH #232 THE HADLEY CORPORATION, 580 FIFTH AVENUE, NEW YORK 36, N. Y. e SOLD DIRECT TO THE RETAIL JEWELER 


R.J.A. CONVENTION 
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earned on sales of $9. > million dvring the srme period last year, and 
sales woulda ke "way un" by the end of the fiscal year Jan. 31... . Parker 
Pen Co. directors have cut quarterly dividend from 307 to 25¢ a share, 
expressed confidence that earnings this fiscal year would cover dividend 
payments. During past two fiscal years, Perker's earnings failed to meet 
dividend requirements, although full 30¢ quarterly rate was paid .. . 
Tavlor Instrument Co. shareholders will vote Aug. 24 on a proposal to split 
the firm's common stock two-for-one. 


FTC REPORTS A RECORD NUMBER OF COMPLAINTS AND ORDERS were received and issued 
during the fiscal year just ended. Four times as many anti-monopoly actions 
were heard last year than during an average year in the ten-year period 
ending in 1958. Actions involving deceptive practices were triple the 
Same ten-year annual average. 


A JEWELER WHO UNDERSTATES HIS INVENTORY WHEN SEEKING INSURANCE, unintentionally 
or not, voids the insurance and is not protected from subsequent loss, 
according to a precedent established by a Federal judge in New York 
recently. Tho court decided against a jewelry manufacturer seeking to 
recover the value of $78,000 of stolen jewelry from an insurance company. 


DIFFERENT PRICES CHARCED BY A SELLER TO SIMILAR BUYERS is price discrimination, 
the U. S. Supreme Court has decided, even if the buyers are in different 
parts cf the country. The court said price discrimination is illegal, 
however, only if injury results and the seller cannot show that the action 
was taken in good faith to meet the lower price of competitors. The ruling 
came in a case involving the Anheuser-Busch brewing company. 


PERSONAL INCOME CLIMBED TO RECORD RATE IN JUNE of $405.8 billion annually, up $1.1 
billion from the May rate. The increase brought personal income for the 
first six months of 1960 to an annual rate of 400.2 billion, more than 5 
per cent above the rate in the first half of 1959. 


A UNIVERSITY OF MICHIGAN SURVEY, done in May, reports consumers are 
Scaling down their buying plans, finds worry about a recession is relatively 
high, but concern about a deep depression is "practically absent." 








IF TIFFANY & CO. DECIDES TO SET UP BRANCHES, they will be located in downtown 
New York rather than in suburbs, Walter Hoving, board chairman, told 
Stockholders, in response to a question from the floor at the annual 
meeting. Tiffany has no present plans for such expansion, said Hoving, who 
recently resigned as president of the Hoving Corp. and announced that he 
would not become chairman of Bonwit Teller, New York specialty store, as 
previously planned. Tiffany made other news in July when it filed a 
taxpayer's suit against New York's mayor and parks commissioner, protesting 
construction of a sidewalk restaurant in Central Park not far from the 
Tiffany store. 


REPORTS FROM AROUND THE WORLD: The Soviet news agency, Tass, predicted diamond 
production in the Soviet Union will show a 15-16 fold increase in 1965 
over 1958 figures .. . Russia is also reportedly looking for Canadian 
distributors for several Russian consumer and industrial goods, among them 
wrist watches and 35=-mm. cameras . .. The Venezuelan government reports 
diamond production in Venezuela dropped nearly 32 per cent between January 
and February .. . West German watch manufacturers are concerned over the 
possibility of declining exports and their effect on total sales, which 
dropped by nearly 2 per cent last year .. . The Swiss watch industry 
is filling increasing orders from Europe and the Middle East, although 
the U. S. and Canadian markets still took 43 per cent of Swiss exports in 
1959. While the tendency in the American shipments is toward cheaper 
lines, the other overseas markets for the Swiss’ prefer higher quality 
watches. 





AUCTION SALE © 


$200,000 STOCK— " °s?n2srsce" 


We are liquidating one of the oldest and best known manufacturers of 
Diamond Rings . . . Birthstone Rings. .. Fraternal Rings... Wedding Rings 

. . and many others of all types. This firm was established in 1908 and is 
noted for its highly desirable styles of quality and promotional rings. 


IN SUITABLE LOTS FOR ALL JEWELERS 


Sale to be held on their premises ... 48 W. 48 St., N.Y.C., Rooms 
1301-1304, on Tuesday and Wednesday, Aug. 16 & 17 at || A.M. 
sharp. Inspection on Monday, Aug. 15, 10 A.M. to 4 P.M. Descrip- 
tive catalogue available. Please note date of sale to coincide 
with your attendance at the National Jewelry Show in N. Y. 


SALE CONDUCTED BY 580 FIFTH AVE. 
N.Y.C. 


SILVERMAN SALES ENTERPRISES nis0'}ve: 
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mF e AR i - BELLin KEY PRODUCTS 


Estates bought. Prompt service on all requests. 





‘SUPERIOR QUALITY 
TRANSISTOR RADIOS 





Model 9TL-365S: WORLD-WIDE Model 7TP-352S: WORLD-WIDE 
9 TRANSISTOR AM/SHORT WAVE RADIO 2-BAND 7-TRANSISTOR PORTABLE 


The ultimate in perfection and radio enjoyment. Sets oa World’s first shirt pocket size two band radio with 
new high standard in tone, long-range sensitivity and telescoping antenna. Extended short wave band, 
styling. Extended short wave band, 6 to 18 mc. Standard 6 to 18 mc. Standard band, 540 to 1600 ke. New 
band 540 to 1600 kc. 312" speaker. 9 transistors including drift transistor. Push-button band selector. 2'/2"° PM 
new drift transistors. Power transistor output. Tone control. speaker. High radio slide rule tuning. Internal Fer- 
External telescoping antenna and built-in ferrite core rite core antenna. In popular colors. 


antennas. Complete with Batteries, 5 495 


Complete with 4 Batteries, 6995 3 Earphone and Leather Case 
Earphone and Leather Case — er 


7 of 


cama 3* 698 WO 13 xr 


Model 7TP-352M: With Marine Band, 1.6! > 
4.50 mc. Special Boat Mounting Bracket 


All Prices Quoted 
Are Suggested List 


TRANSISTOR WORLD CORPORATION 
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Model 5TP-90: SHIRT POCKET SIZE 
5 TRANSISTOR PORTABLE 


Advanced engineering gives this popular priced 
portable extra sensitivity, extra power for more 
satisfying performance. 2'4" PM specker. Built-in 
Ferrite core antenna and external antenna jack. 
Tuning range 540 to 1600 kc. In smart colors with 
full width metallic speaker grille. 


Complete with 9-Volt Battery, 999 5 
Earphone and Leather Case 
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Model 7TP-30: 


Complete with 3 Mercury Batteries, 
Earphone, Plush-Lined Metal Jewel 
Case with Smart Alligator Grain Top 


Selling will be easier when you feature Toshiba transistor radios. They 
have the precision engineering, distinctive styling and superlative 
performance consumers expect to find in a jewelry store. Because of their 
superior quality they are profit protected by the strongest warranty in the 
industry. 


See Us During the New York Jewelry Show 
WALDORF-ASTORIA — BOOTH TI 


Toshiba Transistor Radios Are Nationally Advertised In Il Leading 
Consumer Magazines . . . Saturday Evening Post, Life, Look, Esquire, 
Better Homes & Gardens, Playboy, Sports Illustrated, Photoplay, 
Glamour, Holiday, Good Housekeeping. 


Exclusive U.S. Representative for Toshiba Transistor Radios 


52 BROADWAY, NEW YORK 4, N. Y. 








, America’s largest collection...guaranteed, precision 
BATTERY CLOCKS movement powered by single flashlight battery 12-15 
months without battery change... no unsightly cord 


y 
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231%4'' x 144%" No. 3884 $40., ND 
-20%'' x 14%"' 











\ ii fl 7 
~ Nee) V4 offers the jeweler the 


~ Dea be 8, widest possible choice of 
. | styles (many designs 
not shown) in 8-day and 
: battery-powered wall 
No. 4089 4y, Sc. clocks. Deep-carved 
$39.95, Black, G44 je 3 SyrocoWood cases, 
Turquoise, MGD 4 oi : 
34” x 16" | resplendent in hand- 
applied, decorator finishes, 
impart an exclusive dis- 
jeweled movements guaranteed for 1 year tinction. Together with the 
8-DAY CLOCKS high-fashion styling correlated to ensemble new series of Sculpturines, 
with other Syroco wall accessories they comprise an impres- 
sive group of decorative 
F No. 3787 accessories with proven 
$32.,MGorNDG_ sales appeal. Designs by 
——— Harry Laylon. Suggested 
retail prices shown are 
slightly higher in West. 
The minimum initial order 
for new accounts is $100. 

Catalog on request. 

















19” Diam. ’ 
No. 3986 $40., MG or WDG No. 3181 $50., MG or WDG _ z NEW YORK 

22’ Diam. 25°* Diam. C4 225 FIFTH AVENUE 
CHICAGO 
1526 MERCHANDISE MART 


LOS ANGELES 
1011 FURNITURE MART 
DALLAS 
269 HOME FURNISHINGS MART 
HIGH POINT 
281 SOUTHERN FURNITURE 
EXPOSITION BUILDING 

TAN AN SLATS a ° PACIFIC NORTHWEST 

aa ¥ No. 3981 No. 3080 ™ ee g FURNITURE MART 

No. 4085 (Min. order 12) $32., NDG $32., MG or WDG 


28'' x 7" 26" x 9" , 
24.95, Black, Wainut, MGD nop 
’ 221%,” Diam. : | FINISHES 


free-standing objets d'art adaptable to MG METALGOLD 
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Chicago show falters; what happened ? 
Exhibitors, retailers offer theories 


Anyone wishing to stir heated 
debate among retail jewelers on 
the one hand and suppliers of the 
jewelry trade on the other could 
do worse than to pose the question: 
“What happened at Chicago?” 

It was not a particularly merry 
“Christmas in July” at the Mid- 
west Convention and Trade Show 
sponsored by the Retail Jewelers 
of America July 17-21. 

Retail jeweler attendance was 
low. The number of exhibitors was 
also down from previous years. 

Some exhibitors complained that 
those jewelers who did attend 
(roughly 1000 retailers registered 
on the first day) came merely to 
look. 

Some felt that though traffic was 
light, the jewelers who were there 
came to buy. 

A few exhibitors said their busi- 
ness was “excellent”; others said it 
was “lousy”; still others shared the 
judgment of Hyman J. Cohen of A. 
Cohen & Sons Corp., who said: 
“We are doing good business, all 
things considered.” 
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“If you wants... 


One exhibitor who corralled 
higher-than-average traffic said 
flatly that his own business was 
better than last year. Why? He 
shrugged: “If you wants, you gets. 
We really work at these shows.” 
Another said he would not exhibit 
in Chicago again. 

Retailers said that in general 
they liked what they saw, but many 
expressed disappointment that 
there were not more exhibits and 
more merchandise exhibited by the 
suppliers who were at the show. 
One put it thus: “You look for 
something; they just haven’t got 
a 

Exhibitors remarking on the re- 
duced attendance thought it was 
because retail jewelers were wait- 
ing for the New York show in 
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August; retailers thought the num- 
ber of exhibitors was low because 
the latter were holding their fire 
for the New York show. 

Other “explanations” for the 
small turnout included: Too few 
“big name” exhibitors; Chicago 
show too close to the New York 
show in time; and, stressed by ex- 
hibitor and retailer alike, the rising 
cost of transportation and accom- 
modation and of exhibiting. 

For what RJA president O. A. 
Jenkins referred to as the ‘“faith- 
ful few” who attended there was 
quite a bit to see and do—morning 
business sessions for the men, an 
elaborate program of tours, cock- 
tail parties and luncheon for the 
women and a banquet for all at the 


hs, 


limit, no medical examination, and 
“substantially lower premiums” 
than are obtainable in individual 
policies. 

In seeking repeal of the excise 
tax on jewelry, the RJA is stress- 
ing the small amount of revenue 
the tax yields and its inequities. 
Jenkins noted in this connection 
that moving the RJA office to 
Washington, D. C., gives the asso- 
ciation a better chance of getting 
the jewelers’ viewpoint across to 
the nation’s lawmakers. 


Regional Shows Defended 


RJA vice president Herman 
Wasserman spoke briefly on the 
continued need for regional trade 
shows, stressing their benefits for 
the small jeweler unable to visit 
New York. The Chicago show will 
continue to be called a regional 
trade show, he said. 

Wasserman said there was a gen- 


TRADITIONAL RIBBON CUTTING: O. A. Jenkins, RJA president, left, does 
the honors to launch RJA Chicago jewelry show, aided by Arnold Schiffman, 
director, center, and Herman Wasserman, vice president. 


Morrison Hotel replete with fine 
food, comedians and songsters. 

In the opening business sessions 
President Jenkins had good news 
for the membership: in the past 
year RJA has added 628 new mem- 
bers, plus two state associations, 
Colorado and New Mexico. 

He reported that the low cost 
group life insurance policy for 
members which the RJA is current- 
ly investigating will have no age 


eral pattern of smaller attendance 
at regional shows, greater atten- 
dance at national shows. He said 
the RJA hopes to expand its opera- 
tions and join with state affiliates 
in their own shows, and he said he 
believed intensified public relations 
and promotional activities would 
bear fruit in all future trade 
shows, both regional and national. 

Brides Magazine’s advertis.ag 
manager for the Middle West, 
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RJA President Jenkins 


opens business session 


Stephen Cornell, told retailers that 
their No. 1 sales prospect in the 
1960s was bridal business, which, 
he said, has an annua! potential 
(for all types of retailers) of $5 
billion. 

More families will be formed in 
the next 15 years than were formed 
in the past 25, he said, describing 
them as families which “need 
everything, need it new and need 
it now.” And, with 70 per cent 
of brides working at the time of 
marriage, the median income of 
these new families is considerably 
higher than average. 

Mary Lou Furbershaw, Brides 
Magazine’s editorial representative 
for the Middle West, advised her 
audience that a “must” for bridal 
business is a table where silver and 
glassware may be displayed as it 
would be in the bride’s own home. 
And the closer the table to the 
bridal registry, the better. She 
urged jewelers to establish close 
liaison between sales help and their 
bridal consultants through fre- 
quent meetings with the latter. 


Tell Your Banker 


The road to better banker-jewel- 
er relations was mapped out by 
First National Bank of Chicago 
executive Robert L. Heymann, who 
advised jewelers to “keep your 
banker informed of your business 
circumstances at all times.” 

Jewelers should set up budgets 
giving their bankers a tentative 
schedule of how much they expect 
to borrow at any particular time 
of the year, he said. He also rec- 
ommended annual outside audits 
(“its good to have someone from 
outside verify your accounts’), 
plus interim statements to the 
bank. Then, “when it becomes nec- 
your banker 


essary to borrow, 
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knows your situation” and thus can 
take action more rapidly. 

The hows, whys and wherefores 
of good store lighting were ex- 
plored in detail by Sylvania Elec- 
tric Products executive, Richard 
Smart, who demonstrated with 
various apparatus that light is far 
more than absence of darkness. 

For the retailer, “the right light- 
ing in the right quantity in the 
right place gives merchandise the 
eye appeal that creates buy ap- 
peal,’”’ Smart said. 

Noting that “with few excep- 
tions merchandise must be seen to 
be sold,” he declared that “the less 
conspicuous the lighting, the bet- 
ter” so long as it presents mer- 
chandise in an appealing way. 

Smart laid down the following 
rules of thumb for good lighting: 

It may be fluorescent, incandes- 
cent, or a combination of the two; 
incandescent, with its high intensi- 
ty, gives sparkle to certain types 
of merchandise and is excellent for 
showcase lighting. 

Light attracts people, enables 
them to quickly identify an object, 
and good lighting spurs impulse 
buying. Showcase lighting should 
be twice the intensity of overall 
store lighting; wall cases need 
three times the intensity. 

To bring out colors in merchan- 
dise, the light source itself must 
contain those colors. 

Show windows need more light 
by day than by night to minimize 
reflection. “If a passerby stops to 
powder her nose, the window is do- 
ing a better job as a mirror than 
as a display.”’ 

“Above all, lighting must never 
distort merchandise ... or returns 
will result.” 

Opinions differed on certain as- 
pects of the Chicago show. But on 
one there was near unanimity, 
namely that the hard-working of- 
ficers of the RJA and the Hotel 
Morrison were the most consider- 
ate of hosts. 


Col. Henshel honored 
at 7/Oth birthday party 


Col. Harry D. Henshel—who dur- 
ing three score years and ten has 
achieved eminence in many fields 
—received tribute from the jewelry 
industry on his 70th birthday. 
More than 300 guests attended a 
dinner in his honor at the Hotel 


Pierre in New York. 

High spot of the evening came 
during a presentation by Gen. of 
the Army Omar N. Bradley (chair- 
man of the board of the Bulova 
Watch Co.) to Colonel Henshel 
(who has been with the Bulova 
company since 1918, and is now 
vice chairman of the board). A 
motorized golf cart was wheeled 
in, with four men seated inside; 
the latter stepped out, revealing 
life-sized cut-outs of Colonel Hen- 
shel’s four granddaughters, Dale, 
Patti, Diane and Judith. 

Harry Hershfield, George Jessel 
and All Kelly, ail personal friends 
of Colonel Henshel, contributed to 
the gaiety of the evening. Brief 
remarks came from leaders in 
many fields, testifying to Colonel! 
Henshel’s contributions to city, 
state, nation and world. 

Here are a few highlights from 
the Colonel’s career to which 
friends referred: Air Movements 
Officer during the invasion of Eu- 
rope in World War II... five ETO 
campaign stars .. . trustee, Joseph 
Bulova School of Watchmaking.. . 
deputy chairman until recently of 
the President’s Committee for Em- 
ployment of Physically Handi- 
capped ... 1955 recipient of Jewish 
War Veterans’ National Gold Medal 
Award... Hall of Fame award for 
contribution to amateur basketball 

. member 1960 Olympic Basket- 
ball Committee . . . chairman, U. S. 


SYMBOLIC: Colonel Harry D. Hen- 
shel, left, vice chairman of the board 
of Bulova Watch Co., presents a bas- 
ketball to Harold H. Levin of New 
York’s 92nd St. YMHA during dinner 
honoring Col. Henshel. The gift was 
representative of the 70 basketballs 
given by Col. Henshel to local athletic 
groups on the occasion of his 70th 
birthday. 
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More electric watches are announced: 
impact on market is seen as “gradual” 


Plans to market electric watches 
in the near future have been re- 
vealed by five more companies. 
These intentions are in addition 
to those announced by six manu- 
facturers and importers in last 
month’s issue of JC-K. 

With at least these 11 companies 
offering electric or electronic 
watches—in addition to Hamilton, 
which was first in the field three 
and one half years ago—jewelers 
will have plenty of novelty and ex- 
citement for their watch depart- 
ments. 


What and When 


Zodiac Watch Co. plans early 
next year to market a watch which 
employs features of both the elec- 
tric and electronic timepiece. “As 
our production dates are not set, 
we cannot at the present time di- 
vulge the exact principles of this 
watch,” said Edward Trauner, 
president. “We do, however, plan 
to feature four different models in 
a price range comparable to our 
conventional automatic watches. 

We expect to complete our 
plans within the next several 
months.” 

Jules Racine & Co., importers, 
will market an electric model “some 
time after the first of the year, 
when it has passed all the tests 
so that we may consider it 100 per 
cent perfected.” 

Waltham Watch Co., Chicago, 
plans to market a battery-powered 
electric watch this fall; it will be 
waterproof, “with all moving parts 
sealed off from the battery re- 
placement section.”’ According to 
Harry Aronson, president, it will 
be released only to jewelry stores. 

Tessco Jewelry Creations (Corum 
watches) is working in Switzer- 
land “on a transistor movement 
which will be very small in size 
and therefore fit to be inserted 
into the modern-styled thin watch 
cases.” Ernest Schwarz of that 
company is of the opinion that 
“the electric movement made al- 
ready by many ebauche factories 
in Switzerland is not here to stay.” 

American Lip Corp., which 
brought out what it calls “a true 
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electronic watch” in 1959, has pro- 
duced an all-steel and an 18-k 
model. “Distribution arrangements 
are being discussed,” says Vice 
President Frank W. Ashenden, 
“and this watch will be officially an- 
nounced to the public when these 
are completed. Retail prices have 
not yet been fixed.”’ 

Plans to introduce unconven- 
tional watches were disclosed in the 
July issue of JC-K on the part of 
Croton, Longines - Wittnauer and 
Benrus’ (electric), Bulova and 
Elgin (electronic) and U. S. Time 
(electric and electronic). 

What effect will such watches 
have upon the watch market and 
jewelers’ share of it? Watch com- 
pany officials offered these com- 
ments: 

“Just as self-winding watches 
have taken a generation to capture 
a quarter of the men’s market, it 
will probably take a generation for 
the electric watch to capture an 
equal share of the market,” says 
Jay Kay Lazrus of Benrus Watch 
Co. 

“Retail jewelers can expect a 
larger share of the watch market 
as a result of the electric watches 
because this is an opportunity for 
them to become expert in a new 
field. In addition, these watches 
will be higher in price than most 
conventional styles of the popular 
brands and this makes them less 
attractive to other channels of dis- 
tribution. 


“Become an Expert... 


“The best way for a jeweler to 
capitalize on the new opportunity 
is to realize that he must become 
an expert in the sale and servicing 
of the new product. Incidentally, 
we believe that if jewelers will be 
satisfied with a reasonable markup 
on these watches, they will have 
better opportunity of keeping them 
out of other channels.” 

(Four Benrus models will be 
tested in various markets this fall, 
all with three-year guarantee and 
a three-year battery supply.) 

“The electric or electronic watch 
will gradually absorb more and 
more of the conventional watch 


market,” predicts Ashenden of Lip. 
“Tt is too early to estimate the pro- 
portion.” 

“The electric timepiece will carve 
it own niche in the watch market,” 
says Zodiac’s Edward Trauner. 
“There will be a definite demand 
for this item which will not greatly 
affect the sale of conventional 
watches. 

“But if this watch is promoted 
properly from the manufacturer 
down through the legitimate jew- 
elers, it cannot help but bring back 
considerable traffic that has been 
missing from the jeweler’s door- 
step for quite some time.” 


Conventional Sales Safe 


Aronson of Waltham doubts that 
electric watches will affect the sale 
of conventional watches to any 
degree. “We are counting on the 
self-winding watch to carry the 
ball in the deluxe field,” he said. 
“It will be a few years before elec- 
tric and/or electronic watches are 
a serious market factor.” 

James G. Shennan, president of 
Elgin National Watch Co., reported 
that “field tests of our electronic 
watch are continuing. It will be 
introduced to the public as soon as 
it meets our standards of perform- 
ance.” 


Cohen says jewelers 
smarter salesmen 


Last year’s sales thinking is as 


outmoded as year-old military 
thinking, Hyman J. Cohen, board 
chairman of A. Cohen & Sons, told 
the firm’s semi-annual sales con- 
ference in Ellenville, N. Y., in 
June. 

Jewelers are beginning to under- 
stand this, Mr. Cohen said, “and 
now very few have to be ha- 
rangued.” 

He said that selling new ideas 
is a difficult proposition unless 
they are good ideas, “which proves 
that our customers are getting 
tougher. They’re getting wiser.” 

Melvin Cohen, president, said 
jewelers are “growing in stature” 
and have “‘completely forgotten the 
easy sales war years and post-war 
years and have knuckled down.” 

It was the first time in its 49 
years that the firm had held a 
semi-annual sales conference out- 
side New York City. 





Three early September shows in Dallas 
expected to draw thousands of jewelers 


September will be roundup time 
in Texas for show-minded jewelers 
in the Southwest; more than 6,000 
of them and their wives are ex- 
pected to register at the various 
shows scheduled for the downtown 
Dallas hotels and the Dallas Mar- 
ket Center. 

They will browse at the 40th Al- 
lied Gift and Jewelry Show at the 
Hotel Adolphus and the Dallas Gift 
Show at the Baker Hotel, Sept. 4- 
8; and at the Dallas Market Center 
Gift and Jewelry Show, Sept. 3-9. 

The jewelers will have a wide 
choice of exhibitors from which to 
shop. Upwards of 150 will be dis- 
playing at the Allied Gift & 
Jewelry Show and the Dallas Gift 
Show. At the Market Center, the 
Gift and Jewelry Show will include 
exhibits at three locations. Some 
160 exhibitors will fill 258 spaces 
at the new Market Hall building 
which opened in July. About 125 
rooms in the Marriott Motor Hotel 
will be used for showing diamonds, 
gold, other precious jewelry and 
watches. The Marriott, directly 
across the street from the Trade 
Mart and Market Hall, also opened 
in July. The third location is at 
the Trade Mart, the largest -build- 
ing of the Market Center, where 
approximately 20 per cent of the 
3590 showrooms feature permanent 
displays of items of interest to the 
jeweler. 


Allied Expects Increase 


The Allied show has been spon- 
sored at the Adolphus semi-annu- 
ally for the past 20 years by Allied 
Exhibitors, Inc. H. Wes Johnson, 
the organization’s president, pre- 
dicts a “decided increase in busi- 
ness” at the September show over 
past market weeks. A _ buyers’ 
party, Sept. 5, and a dinner-dance 
in the Century Room of the Adol- 
phus, Sept. 6, will be held in con- 
junction with the Allied show. 

Johnson announced the forma- 
tion in June of the Southwestern 
24 K Club, an organization open 
to manufacturers and their repre- 
sentatives who will be showing at 
the Adolphus and the Baker. 
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The Texas Jewelers Association 
annual convention will center 
around the Adolphus with the 
opening meeting scheduled for 
Sept. 3. 

This is the first year that the 
Market Center management has 
sponsored a specific market week 
for gift and jewelry products al- 
though these items have been 
among the permanent displays at 
the Trade Mart building since its 
opening in February, 1959. 


TOLA Members Shift 

Impetus was given to this show 
last February when approximately 
100 members of the TOLA Tumble- 
weeds decided to exhibit at the 
Market Center in September. 
TOLA is an association of gift and 
jewelry traveling men from Texas, 
Oklahoma, Louisiana and Arkan- 
sas. TOLA will hold its semi-an- 
nual membership meeting at the 
Marriott, Sept. 3, at which break- 
fast will be served. The group will 
also sponsor a cocktail-dance party 
at the Baker, Sept. 4, and a bingo 
party, Sept. 5, in the Grand Court- 
yard of the Trade Mart. 

Jewelers have a choice of ac- 
commodations in Dallas both down- 
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REGAL GIFT: Eddy Michals of 
Michals Jewelers in Chicago gives 
Pat Thompson, Miss Illinois of 1960, 
the gift she chose from his collection, 
a Royal Gems diamond watch by 
Gruen. 


town and in the Market Center 
area. The Adolphus has_ 1150 
rooms, and the Baker, the Statler 
Hilton and the Dallas Sheraton, 
to name only a few of the down- 
town hotels, can accommodate 
many others. 

At the Marriott, about 175 rooms 
will be available for guests, and 
there are a number of other motels 
in the vicinity. The Marriott’s 
rates are slightly higher than most 
of the downtown hotels. 

The Market Center and the Mar- 
riott are located along the new 
Stemmons Freeway, Route 77, and 
are only about five minutes by car 
from the center of downtown Dal- 
las. The Market Center manage- 
ment will run free buses between 
the Market Center buildings and 
the downtown area at frequent in- 
tervals throughout the market 
week. 


JIC plans World’s Fair 
session at RJA show 


A trade-wide conference to plan 
a jewelry industry exhibition at 
the New York World’s Fair in 
1964 has been proposed by the 
Jewelry Industry Council. 

Osear Kind, Jr., JIC chairman, 
sent invitations to the heads of all 
organized groups in the industry 
to attend the meeting in New 
York, Aug. 16, during the week 
of the Retail Jewelers of America 
annual convention. 

Kind said suggestions would be 
sought at the first meeting and a 
working committee appointed. The 
committee will review the sugges- 
tions received and formulate defi- 
nite plans for presentation at a 
later meeting. 

New York World’s Fair will run 
throughout 1964 and 1965. 


Keystone Camera buys 
tape recorder maker 


Keystone Camera Co. of Boston 
has bought Amplifier Corp. of 
America, New York. 

ACA makes professional port- 
able magnetic tape recorders and 
industrial electronic test equip- 
ment. 

Keystone and ACA had worked 
together on a synchronized sound 
slide projector for the Navy. 
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Pacific Show exhibitors 
exceed '58, °59 shows 


Retail jewelers in California, 
Nevada, Arizona, Utah, Idaho, 
Oregon, Washington, Alaska and 
Hawaii have been invited to mix 
business with pleasure at the Pa- 
cific Jewelry Show, Aug. 28-30. 

The show’s sponsors are encour- 
aging West Coast jewelers to do 
their fall and Christmas buying 
during the three-day show at the 
Biltmore Hotel in Los Angeles. 
The number of exhibitors is ex- 
pected to exceed the amount who 
displayed at either of the first two 
Pacific shows. By mid-June, more 
than 60 jewelry manufacturers 
and distributors had reserved ex- 
hibit space. 

A host of entertainment fea- 
tures have also been arranged to 
help make the occasion a memo- 
rable one. Here’s what’s on tap: 

A “Fiesta Supper Party” at 
Casa La Golondrina on old Olvera 
Street; an open dinner meeting of 
the Southern California Guild of 
the American Gem Society, featur- 
ing a panel discussion on “Your 
Future in Gem Sales’; a “‘Hospi- 
tality and Information Center” to 
be open throughout the show; TV 
show tickets; reduced price tickets 
to Disneyland, Marineland, Holly- 
wood Bowl and a tour of the NBC 
color television studios; a group 
outing to Angeles-Pitts- 
burgh baseball game, with compli- 
mentary chartered bus service 
from the hotel to the stadium and 
return; and an especially arranged 
“Jewelers Tour to Mexico,” leav- 
ing from Los Angeles immediately 
after the show. 

Prizes are in the offing, too, 
highlighted by a drawing for two 
round-trip tickets to Mexico City 
via Western Air Lines, plus ac- 
commodations at the El Presidente 
Hotel in Mexico City. 


a Los 


Exhibitor List 


The following firms 
planned exhibits at the show: 
Louis Aisenstein & Bros., Inc.; 
America Asia Agency; American 
Gem Society; Apex Watch Bands; 
Argentum Silver Co.; Ball Co. of 
California; Buffalo Jewelry Case 
Co.; Bufkor, Ince.; Calan Co.; 
Christie Pearl; A. Cohen & Sons; 
Consolidated Sewing Machine 


have 
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HEUER INTRODUCES NEW DISPLAY CASE: Jack W. Heuer, right, vice 
president of Heuer Timer Corp. and designer of the Monte Carlo sports car 
timers, demonstrates a new compact jewelers display case for the line to Hubert 
B. Heuer, president of Ed. Heuer and Co., S.A. Also shown are Gaston G. 
Wiley, manager of Heuer's New York Office, and Donald Rossi, whose appoint- 
ment as vice president in charge of sales was announced concurrently with the 


showing of the new item. 


Corp.; Curtiss-Wright Corp.; Do- 
lan & Bullock Co.; Encyclopedia 
3ritannica; Fairbanks - Ward In- 
dustries, Ine. 

Also: F & F Charms, Inc.; 
H.& R Jewelry Co.; Howard Far- 
ley & Co.; Friedman & Gessler 
Co.; Gemex Corp.; Gemological In- 
stitute of America; Golden Shield 
Corp.; Granat Hamilton 
Watch Co.; Hermesonic Co.; Stan- 
ley O. Jacobs Co.; Jewelers Alli- 
ance; Lazare Kaplan & Sons, Inc.; 
Kayrad Corp.; Kowa America 
Corp.; L & R Manufacturing Co.; 
Leys Christie & Co., Inc.; Love- 
bright Diamond Co. 

Others are: Mautner Co., Inc.; 
Mayfair Sales Co.; Medana Watch 
Co.; Mele Manufacturing Co.; Na- 
pier Co.; National Jeweler; New 
Hermes Engraving Machine 
Corp.; North American Phillips 
Co.; Pacific Goldsmith; Royal Mc- 
Bee Corp.; Royal Typewriters; 
Pacific Jewelers Supply Co.; 
Shick, Inc.; Star Watch Co.; Dave 
Sneider Mfg. Jewelers; Shriro, 
Inc.; Kenneth Sischo; Taris Im- 
ports, Inc.; Les Taufenbach Co.: 
Traub Manufacturing Co.; Ultra- 
sonic Industries, Inc.; Philip Wol- 
man & Co.; Wyler Watch Co.: 
Simon-Green Co.; Sun Coast Mer- 
chandise Corp.; and E. W. Rey- 
nolds Co. 


3ros.: 


Aronson, Ronson head, 
previews six new items 


Louis V. Aronson II, president 


of Ronson Corp., previewed six new 
products to be introduced this year, 
at a meeting of the Los Angeles 
Society of Security Analysts. 


New items included: Ronson’s 
first automatic windproof butane 
lighter; a purse-size butane lighter 
for women, styled as a lipstick; the 
firm’s first automatic liquid-fuel 
pocket lighter selling below $5; a 
dinner-table candle that burns 10 
hours on butane, with an adjust- 
able flame; a controlled-air hair 
dryer which applies heated air 
through comb, brush and hood; and 
a one-shot “jiffy refill” for lghter 
fluid in a disposable plastic con- 
tainer. 

As a result of the company’s 
policy of diversification, Aronson 
pointed out, in 1959, Ronson light- 
ers comprised only 34 per cent of 
the firm’s total sales. In 1952, the 
year in which its basic lighter pat- 
ents expired, 88 per cent of Ron- 
son’s sales were in lighters. The 
balance of last year’s sales came 
in electrical appliances, 21 per 
cent; lighter accessories, 35 per 
cent; non-consumer products, 7 per 
cent, and service, 3 per cent. 
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PHOTO REPORT 


FAMILY ASSIST: Jack Heuer, right, Community sales manager, finds talent 
at home to help introduce Community Stainless at Oneida’s Community sales 
meeting. To dramatize his division’s “Sales Twins” offering—silverplate and 
stainless—Heuer called upon his own daughters for assistance. Harold Schu- 
bert, director of sales, joins Miss Patty Heuer, left, Miss Jackie Heuer and 
the girls’ father. 


TIDAL WAVES BRING MORE WOES TO JAPANESE PEARL FARMS: 
Bamboo rafts at Japanese pearl farm lie smashed and broken following tidal 
waves which struck in May. Sidney A. Weiss, president of Imperial Pearl 
Syndicate, Inc., reports that the loss will approximate 20-25 per cent of the 
cultured pearl crop. Initial damage estimates had placed the loss at about 
50 per cent. Weiss considers the tidal waves a greater catastrophe than the 
typhoon which struck Japan in September, 1959, because the undertow created 
by the huge 10-foot waves carried anything on the floor of the bays out to 
the open sea. Thus reclamation of the wire cages, which were lost from 
the rafts, and the oysters themselves will be much less than after the typhoon. 





¢ Tad 


“ ig . 
i 


WHY, GRANDMA! Eyes appear to 
be looming from this large centrifuge 
at Bulova Research and Development 
Laboratories as test engineer adjusts 
missile warhead on long arm of test 
device. Centrifuge is used to whirl 
sensitive timing instruments on sim- 
ulated missile flight, to be sure they 
work perfectly. 


CIRCULAR-KEYSTONE, AUGUST 1960 





1847 ROGERS INTRODUCES NEW PATTERN: International’s 1847 Rogers 
Bros. Division presented the firm’s new pattern “Leilani” to sales representa- 


tives at semi-annual sales meeting. Representatives, seated, from left: Ray C. 


" 


Hollman, Donald C. Woodruff, James B. Megede, James J. Hogan, line man- 
ager, James T. Lester, Joseph J. Slow; standing, from left: John Cap, James 
J. Tobin, Harold A. Kipper, Bruce Wallace, George A. Gorry, W. J. MacPher- 
son, George S. Rogers, Donald Smith and W. J. Wachtelhausen. 


we ig 


$ 


Z 
_ y 
~~ 


g 


; 


INTERNATIONAL AWARD: Ben A. 
Lipshy, left, president of Zale Jew- 
elry Co., flew to Antwerp, Belgium, 
‘so accept the city’s coveted Gold 
Medallion from Antwerp Mayor 
Craeybeckx. The medallion and ac- 
companying scroll cite Zale’s con- 
tributions to diamond retailing and 
to Antwerp diamond industry. 


The old... 


TRADE IN: After 74 years of ser- 
vice this silver pocket watch is re- 
turned to its manufacturer, Waltham 
Watch Co., in exchange for a new 
model. Mrs. Pearl Bell Rubens of 
New York City receives a 14-karat 
gold wrist watch from Waltham’s 
1960 Centennial line from Clifford 
L. J. Siegmeister, executive vice- 
president and general sales manager, 
at the company’s New York office. 
Mrs. Rubens’ late husband carried 
the pocket watch as a lucky piece 
throughcut his life. It was never re- 
paired and cleaned only twice. Mrs. 
Rubens chose to give the watch to 
Waltham as a memorial to her hus- 
band rather than keeping it as a 
family heirloom. The old Waltham, 
which is still accurate, will be added 
to the company’s antique collection. 


. and the new 


ASSEMBLY LINE: Mort Lippman, president of Felco Pearls, joins Japanese 
workers for a try at implanting a “nucleus” into an oyster. From this work- 
bench the oyster heads for Ago Bay to produce a cultured pearl, 10 years 
hence. Lippman has returned from an extensive trip through Japan, where 
he visited the leading pearl farms. 
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Jewelry makers say: 
no more tariff cuts 


American manufacturers of 
jewelry and allied products claim 
foreign powers give lip service to 
the reciprocal trade program while 
in fact they discriminate against 
American jewelry imports. 

The Manufacturing Jewelers 
and Silversmiths of America Inc. 
is urging Washington officials to 
give no further tariff concessions 
at Geneva until other nations ad- 
here to the letter of GATT (Gen- 
eral Agreement on Tariff and 
Trade). 

The association charges that 
nations under GATT have imposed 
import rules and regulations which 
have made American jewelry im- 
ports prohibitively expensive and 
which are counter to the spirit of 
GATT. 

The association claims these 
practices have wiped out two- 
thirds of the American jewelry 
industry’s postwar foreign trade. 

On the other hand, it points out 
that jewelry imports into the U. S. 
have increased at an annual aver- 
age of more than 25 per cent over 
the preceding year for the past 10 
years. 

In light of foreign import prac- 
tices, the reciprocal trade program 
is no longer reciprocal, the asso- 
ciation says. 


Association Requests 


One of two briefs filed by the 
association with the Committee 
for Reciprocity Information, spe- 
cifically requests that: During the 
forthcoming GATT negotiations 
on trade, the United States insists 
that other countries abolish those 
self-imposed rules and regulations 
that place foreign jewelry, and 
particularly American jewelry, at 
a disadvantage over like products 
produced domestically; until such 
trade barriers as excessively high 
tariffs, other import fees and sur- 
taxes, discriminatory currency ex- 
change regulations, excessively 
high sales or excise taxes and dis- 
criminatory licensing or quota 
procedures are abolished the 
United States refrain from grant- 
ing additional tariff concessions. 

The association further contends 
that the U. S. initially granted 
concessions because of a foreign 


198 


SHIPS AHOY: Alan Magary, left, 
and Frank Straw, sales and adver- 
tising managers of Seth Thomas 
Clocks, show off the Helmsman clock- 
barometer combination, one of the 
new models introduced at the firm’s 
annual sales meeting in Rye, N. Y. 


ation has eased substantially. 

Moreover, it charges that for- 
eign restrictions on U. S. jewelry 
imports have artificially spurred 
the resurgence of its prewar com- 
petitors, Japan and Germany. 

In a specific instance it claims 
that: “In many cases—for ex- 
ample in South America—barriers 
against American jewelry gave 
Germany and Japan non-competi- 
tive access to that market. This 
artificial stimulus permitted them 
a virtual monopolistic position that 
vastly aided their growth and 
competitive ability.” 

It goes on to say that Germany 
and Japan “now present a major 
challenge to the U. S. industry not 
only in foreign countries but in 
the United States itself.” 

The American manufacturers’ 
group claims that while foreign 
doors are being closed to their ex- 
ports, foreign imports are posing 
a real threat to them in their own 
backyard. It cites Japanese im- 
ports as grabbing 60 per cent of 
the domestic market for imitation 
pearls and putting 12 U. S. plants 
out of business, at the cost of 
nearly 3000 jobs. 

In this connection, the associa- 
tion notes that even if American 
tariffs remain at their present lev- 
els they are incapable of equaliz- 
ing the vast wage differential be- 
tween the U. S. and countries like 
Japan. 


AEC proposal permits 
tritium-faced timepieces 


The Atomic Energy Commission 
has proposed to permit the sale and 
use of clocks and watches contain- 
ing tritium-activated luminous 
paint. 

Tritium is a radioistope of hy- 
drogen. It emits very low energy 
beta particles which will not pene- 
trate a watch crystal or the outer 
skin layer. No penetrating gamma 
radiation is emitted from tritium, 
one of several materials developed 
recently as possible substitutes for 
radium in luminous paints and 
coatings. 

While radiation from radium- 
activated watch dials is well within 
limits considered acceptable, the 
AEC points out that the substitu- 
tion of tritium would further re- 
duce the public exposure to ioniz- 
ing radiation. The AEC has no 
jurisdiction over the use of radi- 
um, a naturally occurring radioac- 
tive substance. 

Under the proposed amendment 
to the AEC regulations, the com- 
mission would license the prepara- 
tion of luminous paints containing 
tritium and the application of these 
paints to clocks and watches by do- 
mestic firms. These items, whether 
domestic or imported, could be 
distributed only if they met AEC 
specifications. The timepieces 
would be periodically sampled and 
inspected by the AEC. 

The commission will 
suggestions and comments on the 
proposal until it becomes effective 
Aug. 31. 

Comments pertaining to the pro- 
posed change to Title 10 Code of 
Federal Regulations Part 30—Li- 
censing of Byproduct Material 
should be addressed to the Direc- 
tor, Division of Licensing and 
Regulation, U. S. Atomic Energy 
Commission, Washington 25, D. C. 


consider 


Syroco adds new plant 
in suburban Syracuse 


Syroco, Inc., has announced plans 
for the construction of a suburban 
plant near its other operations in 


Syracuse. Syroco has four other 
plants in downtown Syracuse. 
The new factory is being erected 
on a 30-acre plot, will contain about 
175,000 sq ft when complete. 
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Longines’ Heinmuller,68, 
dies in New York July 11 


John P. V. Heinmuller, 68, presi- 
dent and director of Longines- 
Wittnauer Watch Co., died July 11 
in New York. 

Heinmuller joined Longines- 
Wittnauer in New York, at the age 
of 19, as a stock boy. He became 
the company’s vice president in 
1921 and its president in 1936. He 
was also president and director of 
Vacheron & Constantin, LeCoultre 
Watches, Inc. 

An author of many papers and 
articles on timepieces and timing, 
his best-known work was a chro- 
nology of aviation, Man’s Fight to 
Fly, a book published in 1945. 

Heinmuller was chief timer for 
the National Aeronautical Associa- 
tion. He was the official timer for 
the International Federation of 
Aviation when Charles A. Lind- 
bergh landed in Paris in 1927 after 
his famous trans-oceanic flight. 

Heinmuller was a past president 
of the American Watch Associa- 
tion, a member of the 24 Karat 
Club, a Mason and a Shriner. He 
had donated several of his noted 
stamp collections to the Smithson- 
ian Institution in Washington in 
recent years. He was considered to 
have some of the finest collections 
of airmail stamps in the world. 


Nationwide showing set 
for Swiss watch film 


Watchmakers of Switzerland 
have produced a film, Conquest of 
Time, scheduled for nationwide 
showing in first-run and neighbor- 
hood movie houses. 

The 10-minute feature was pro- 
duced in Switzerland. In addition 
to showing the role of watches in 
sports, travel and industry, it also 
gives a behind-the-scenes look at 
the Swiss watchmaking industry. 

Copies are available to indi- 
vidual jewelers to show to schools 
or civic groups. 

Jewelers interested in obtaining 
a free copy for local use may write 
The Watchmakers of Switzerland, 
c/o Suite 1105, 730 Fifth Ave., 
New York. Requests should be 
made for dates as far in advance 
as possible. Alternate dates are 
also necessary. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1960 


John P. V. Heinmuller 


IRS rules excise tax 
not due on wine cups 


Internal Revenue Service has 
ruled that the retailer’s excise tax 
is not applicable on sales of silver 
wine cups to be used solely for re- 
ligious purposes. 

The ruling covers the use of such 
silver wine cups in the home as 
well as in public places of worship. 
No statement from the buyer of 
special wine cups is required to 
establish the exemption. 


Survey shows disabled 
are earning fair wage 


A survey of graduates from the 
Joseph Bulova School of Watch- 
making indicates that disabled men 
can succeed economically as well or 
better than non-handicapped work- 
ers in the precision instrument and 
watch repair field. 

The New York State Division of 
Vocational Rehabilitation conducted 
the study by sending questionnaires 
to 55 graduates of the Woodside, 
L. I., school. 

The graduates, sponsored by the 
DVR for tuition-free Bulova 
courses, are earning substantially 
the same wage as the national 
average, as technicians and as- 
semblers. Those engaged in watch 
and clock production are earning 
15 per cent above the national 
average for that kind of work. The 
highest wage reported was $150 
per week, by a watch repairman 
who graduated in 1952. 

Back injuries were predominant 
among the 90 per cent of the 
graduates who answered the ques- 
tionnaires. Other disabilities in- 
cluded paraplegia, polio, tuber- 
culosis, heart conditions, asthma, 
arthritis and limb defects. 





—_——————_ — ——— -—_ + 


ne 3 ‘ me ~ 
4 oa é % 
ee algae ee 3 . 
# . “g 5 : 
« Gr’ os jag ; on 
Z 2% : es 


TEXAS WATCHMAKERS ELECT 196 
Watchmakers Association for 1960-61 are: seated, right, John H. Thomason 
of Houston, president, owner of Longpoint Jewelers, and R. B. Raymond of 


Dallas, first vice president, owner of R. B. Raymond, Jewelers. 


0-61 OFFICERS: Elected to head Texas 


Standing, 


from left, James M. Reeh of West Orange, secretary, manager of Staudt’s 
Jewelers, Orange; Linard Stinnett of Pharr, 2nd vice president, owner of 
Stinnett’s Jewelers; Raul Gomez of San Antonio, treasurer, owner of Gomez 


Watch Repair. 





Golden Shield to market 
two new lines this fall 


Two new merchandise lines will 
be marketed by Golden Shield 
Corp. in time for the Christmas 
buying season, as a result of con- 
tracts signed recently. 

Arthur P. Gould, president of 
Golden Shield, announced the affil- 
lation of his firm with the Smith 
Corona Division of Smith Corona 
Marchant, Inc., and Argus Cam- 
eras, Inc. ,. 

The agreements provide for the 
creation of a new line of deluxe 
portable typewriters, ‘‘Golden 
Shield by Smith Corona,” and a 
new deluxe camera line, ‘Golden 
Shield by Argus.” 

With the addition of these new 
products, Golden Shield will offer 
four merchandise lines to the 
jewelry retailer. The organization 
initially produced the ‘‘Golden 
Shield by Sylvania” line of tran- 
sistor, clock and table radios and 
stereo phonographs, and recently 
vrought out a line of electrical ap- 
pliances, “Golden Shield by Hamil- 
ton Beach.” 

George F. Burns, vice president 
and general sales manager of 
Smith Corona, said his firm made 
the affiliation because, “Golden 
Shield has leaped to prominence 
as a specialist in the jewelry field. 

“We feel we want to develop 
our future in this particular mar- 
ket area,” Burns added, “and 
therefore, . . . we have gone to a 
specialist.” 

“Golden Shield by Smith Co- 
rona” typewriters and “Golden 
Shield by Argus” cameras will be 
ready for late fall delivery, Gould 
said. More than 5500 jewelry re- 
tailers are now offering the Golden 
Shield line. 





FLEX-LET’S BEST: Morton Carlin, 
left, receives Flex-Let Corp.'s Out- 
standing Salesman Award from Sam- 
son Grieff, sales manager, at the com- 
pany’s annual sales meeting in New 
York 





Big diamonds in daytime 
is new trend in France 


French women who own large 
diamond rings now wear them dur- 
ing the daytime. This is a switch 
on the old custom of reserving 
large gems for evening and dress- 
up occasions, says Anne Citroen 
of Harry Bande Diamond Co., Ant- 
werp, Belgium. 

Madame Citroen discussed the 
new trends in uses of diamonds at 
the United States World Trade 
Fair held at the New York Colli- 
seum, May 4-14. 

The French market, along with 
those in Germany and Italy, has 
become an important selling area, 
Madame Citroen said. She credited 
the rise in the French market to 
the upgrading of French incomes. 

Europe as a whole, however, is 
more conservative than the U. S. 
Although the pear and marquise 
cuts have become much in demand 
in the U. S., the trend has not 
matured in Europe. 

Madame Citroen was among 
hundreds of representatives of the 
jewelry and allied trades who 
showed wares at the World Trade 
Fair. 





CONFERENCE SPEAKER: Charles 
Spitzer, sales manager of Speidel 
Corp., addresses Speidel’s spring sales 
conference. H. William Coulthurst, 
left, director of advertising and sales 
promotion, and Paul Levinger, execu- 
tive vice president, flank Spitzer at 
the speaker’s table. 


Stainless steel imports 
show large gain in ’60 

Imports of stainless steei table 
flatware in the first four months 
of 1960 increased 83 per cent in 
value and 74 per cent in volume 
over a comparable period last 
year, reports’ the U. S. Depart- 
ment of Commerce. 

According to Bureau of Census 
figures, imports this year were 
4,190,152 dozen pieces valued at 
$3,987,199. During the same pe- 
riod in 1959, imports were 2,385,- 
307 dozen pieces valued at $2,- 
174,791. 

Shipments generally 
creasing in the early months of 
the year, as foreign exporters 
sought to get within the quota 
coverage established for flatware 
shorter than 10.2 inches and val- 
ued at less than $3 per dozen 
pieces. By June 18 nearly all of 
the quota of 69 million pieces for 
the year beginning Nov. 1, 1959, 
had been filled. Shipments in ex- 
cess of the quota are subject to 
higher tariff rates. 

Japan furnishes about 92 per 
cent of the imports in quantity 
and over 89 per cent in value. A 
dozen other countries also supply 
these items. 


were in- 


Ultrasonic forms new 
subsidiary in Canada 


Julian Conway has been elected 
president of Ultrasonic Industries 
(Canada) Ltd. of Toronto, a newly- 


formed subsidiary of Ultrasonic 
Industries Inc. of Albertson, L. f., 
N. Y. 

Ultrasonic said the Canadian 
firm was the first of several for- 
eign subsidiaries planned in the 
development of new markets. 

Others named to head the new 
company are: Paul M. Platzman, 
chairman of the board; Herbert A. 
Frankel, vice president and direc- 
tor; Barbara A. Jewett, secretary- 
treasurer and director; Harold S. 
Remz, director; Warren M. Givins, 
distributor sales manager; and 
Dick Richards, industrial sales 
manager. 

Ultrasonic Industries manufac- 
tures diSONtegrator ultrasonic 
cleaning equipment and other ul- 
trasonic devices. 
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State of the Jewelry Business 


Low-priced imports may hold total sales volume to slight increase 








Total retail sales of jewelry in 
1960 should be slightly ahead of 
1959. 

So predicts the Business and De- 


IMPORTS % change °% change 

May from Jan.-May from Jan.- 

1960 May 1959 1960 May 1959 

WATCH MOVEMENTS (units) fense Services Administration of 

0-1 jewel 509,296 +18.9 2,384,091 +23.7 the U. S. Department of Commerce 

2-7 jewels 98,096 —12.2 416,984 —13.6 in a jewelry industry midyear re- 
8-15 jewels 2,121 —37.2 19,163 +430.8 view and outlook for 1960. 

16-17 jewels 525,676 +10.7 2,256,344 +20.1 The government agency says in- 

over 17 jewels 1894 41.7 4,968 —26.9 dications for the second half of the 

abanndmamenes 1,257,083 +114 5,081,550 +17.9 year are favorable for better qual- 


DIAMONDS ity jewelry such as precious metal, 
uncut, by carats 109,672 +21.1 584,914 +19.1 gold-filled and highly styled cos- 
uncut, by value $9,708,423 +102.7 $36,707,038 +5.4 tume jewelry. 
cut, by carats 75,424 +25.2 344,079 —0.2 It reports, however, that pro- 
cut, by value $7,637,975 +15.8 $32,938,720 —4.0 

CULTURED PEARLS $1,377,750 +15.1 $6,657,716 +16.0 | <a tig 

IMITATION STONES $443,337 -—51.6 $2,148,998 -—56.8 metal jewelry are less optimistic 

Hehe ee LN SATS Pe about the season ahead, due to the 

“soaring increase’ in imports of 

EXCISE TAXES % change % change beaded merchandise, mainly multi- 

from Jan.- Jan.-Dec. from Jan.- 
Mar. 1959 1959 Dec. 1958 
AMOUNT COLLECTED +8.1 $159,679 +3.6 
(add 000) 


ducers of medium and lower-priced 


strand necklaces. 

The trend toward imports in the 
jewelry industry continued in 1950, 
after registering a 48 per cent in- 
% change % change crease last year over 1958. The 
from Jan.-May from Jan.- Department of Commerce reports 

May 1959 1960 May 1959 that jewelry imports for the first 
MARRIAGES 4+3.4 526,000 4+3.7 four months of this year jumped 
BIRTHS —0.9 1,676,000 —1.9 62 per cent ahead of the corre- 
sponding period in 1959, while ex- 
ports during the same period de- 
clined 27 per cent. 


FAILURES % change % change 
from Jan.-June from Jan.- 
1960 June 1959 1960 June 1959 


CASH JEWELERS 13 ve 74 +1.4 Watch Imports at Peak 

ie ; : e po oed Total watch movement imports 
ny ; scored their highest monthly total 

wi anon ; {Spe = ATS of the year in May, with move- 


MANUFACTURERS 8 —42.9 ; : ci 
ments in the 0-1 jewel and 16, 17 


3 sha aa a eee aan ay Pape | iewel classes comprisi 91 oY 
WHOLESALE JEWELERS’ DEPARTMENT STORE SALES ee TT 
SALES MAY 1960 The number of 16 and 17 jeweled 


oo ey movements imported in May ex- 
MAY 1960 May 1959 May 1959 ceeded the 0-1 jeweled movements 
FINE JEWELRY, —only the second month this year 


% change % change 
oo = WATCHES +4 +7 that the cheaper movements have 
May 1959 April 1960 | SILVERWARE, not headed the list. Both groups 


SALES a . pean ntl +6 +7 are running better than 20 per cent 
| ahead of imports during a similar 
INVENTORY +6 | JEWELRY 2 7 ' . 
. + + period in 1959, a year in which a 


record number of watch movements 


METAL PRICES—MID-JULY 196 ian : 
(troy ounce, large lots) a se ee 
, May’s imports also showed a 
Mid-July One Year 
1960 Ago % change 
SILVER $.91 3/8 $.91 3/8 0 over 17 jewels, more than doubling 
PLATINUM $82 $77 +6.5 the number imported in April and 
PALLADIUM $24 $18 +33.3 accounting for 38 per cent of all 
IRIDIUM $70 $75 —6.5 movements of that class imported 
thus far in 1960. 


surge in watch movements with 
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MASTER MARKET CENTER OF DALLAS 


FREE BUSES take 
you between Master 
Market Center 
buildings and down- 
town hotels. FREE 
PARKING at front 
door of every 
building. 


INDUSTRIAL 


CONTINENTAL 
UNDERPASS 


- 


TRIPLE UNDERPASS| 


= 








STEMMONS 

















— | For the first time, you'll find your entire 

its one stop | | 
market needs at one convenient location... 

the Master Market Center of Dallas .. . just 


six minutes from downtown hotels! 


lines at the master Shop more than 100 rooms of diamond, 


gold, watch and precious jewelry lines at the 


market center ot Dallas Marriott Motor Hotel. Gift and costume jew- 


elry lines are right across the street in the 
FALL JEWELRY AND Trade Mart’s 1600 permanent displays ... 
258 temporary exhibits in the brand-new Mar- 


GIFT SHOW aomel 29 ket Hall. You'll never find it easier to do a 
SCp cmper ” thorough buying job. See you at the show! 





for all the familiar 
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Style 272 
with half carat center 
this set $375 


TRAUB MANUFACTURING CO. ENGAGEMENT AND WEDDING RINGS 1934 mecGRAW, DETROIT 8, MICH. 
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A new (range Blossom 
diamond ring style 1s born 

. then another... and 
another ... and still an- 


other. [This is the pattern 


being set by Orange 


Blossom. 


And there's much 


more to come, 
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ing new styles are avail 


able now .. 


being supported with na- 
Bateirtmrtilemeleertmrehuaual, 
ing, to tell your customers, 


to pre-sell your customers. 


TRAUB MANUFACTURING CO. 
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Newly formed committee 
fights watch smuggling 


P. Irving Grinberg of the Jewel- 
ers Vigilance Committee will chair 
the second meeting of the anti- 
smuggling committee, which has 
been organized by the American 
Watch Association. . 

Represented in the new group 
are the AWA, an association of 
American firms which import 
watches and watch movements; 
American watch manufacturers; 
retail jewelers; the Treasury De- 
partment and the Swiss. watch- 
making industry. 

At its first meeting, the commit- 
tee pledged to do everything pos- 
sible to stamp out smuggling. 
Information collected at the 
meeting was turned over to gov- 
ernmental authorities. According 
to Jean R. Graef, president of the 
AWA, in recent months more than 
100,000 watches have been seized 
by the Customs Bureau. 

Grinberg urged jewelers and 
other watch retailers to cooperate 
in the effort to eliminate smug- 
gling. “Retailers must be care- 
ful,” he said, “that they purchase 
their merchandise only from legit- 
imate firms, and furnish informa- 
tion to the U. S. Treasury Depart- 
ment or others in the industry 
whenever they are approached by 
vendors of watches which they 
suspect may have entered the 
country illegally. 

Graef added: “Not only is it ex- 
tremely dangerous to handle such 
merchandise, but it is also certain 
to undermine the future of the 
entire watch industry.” 


Bert L. Kaufman dies, 
headed Berwin Jewelry 


Bert L. Kaufman, 65, president 
of Berwin Jewelry Co., Inc., died 
July 3 in New York. Kaufman 
had been in business on Maiden 
Lane in New York since 1912. 

The Berwin Jewelry Co., found- 
ed in 1954, is a distributor of 
Anson men’s jewelry. The company 
was formed by the consolidation 
of Salzman Bros. and the Bert L. 
Kaufman Co., which Kaufman had 
operated for over 25 years. 

Kaufman, a veteran of World 
War I, was a past president of the 
Jewelers Square Club and a mem- 
ber of the Truth Masonic Lodge, 
the Maiden Lane Outing Associa- 
tion and the Fifty-Two Associa- 
tion. 


Binocular cases exempt 
from retail excise tax 


The Internal Revenue Service 
has ruled that the retailers’ excise 
tax on binoculars does not extend 
to the cases specifically designed 
for carrying binoculars. 

The IRS ruling states than when 
binoculars and case are sold to- 
gether, the excise tax applies only 
to that part of the combined price 
which is attributable to the glasses; 
provided, however, that the retail- 
er’s records clearly show what por- 
tion of the combined price is at- 
tributable to the binoculars. 

It was also ruled that separate 
retail sales of binocular carrying 
cases are not subject to the re- 
tailers excise tax on luggage and 
handbags. 


Arizona jewelers name 
1960-61 officer slate 


The Arizona Retail Jewelers As- 
sociation has named Ben Rosner of 
Phoenix president for 1960-61. 

Other officers elected are: Dennis 
Naughton of Phoenix, vice presi- 
dent: Catherine Dennison of Phoe- 
nix, secretary-treasurer; and the 
following board members, Adolph 
Cubbitto of Safford, eastern divi- 
sion; Dean Richards of Phoenix, 
central division; Ray Dennis of 
Flagstaff, northern division; and 
tonald A. Scott of Tucson, south- 
ern division. 
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India opens drive to 
start watch production 


If all goes as planned, India will 
soon be making a bid to capture a 
part of the world watch market. 

Under terms of an agreement 
between the government of India 
and Citizen Watch Co. of Japan, 
a sizeable watch factory to be 
located in Bangalore will go into 
operation some time in 1962. 
3eginning with an annual output 
of 120,000 watches the second year, 
production will reach 360,000 
watches from the sixth year on- 
ward. Experts predict that by the 
time full production is attained, 
84 per cent of the watch com- 
ponents will be made in India. 

At present, India manufactures 
a few watch components for re- 
placement purposes. This new move 
marks an important stage in the 
relatively new nation’s drive to 
catch up with the West in precision 
skills. 

The government has. already 
approved a scheme of the Phoenix 
Watch Co., Bombay, to set up a 
new watch manufacturing plant in 











Sees 


SEE OUR EXHIBIT 
AT BOOTH NO. 221 


Be sure to visit us at Waldorf Booth No. 22! 
Retail Jewelers of America — Trade Show! 


RENSIE! As usual—presents an outstanding 
and exclusively styled line of clocks. Modern 
and Traditional Decor — Wall clocks. Desk 
Pieces — Time Pieces for the Boudoir .._ . 
alarms that wake you gently but positively! 
Leather travel clocks competitively priced 
. profitable promotions . . Smart gifts 
for all occasions. 
RENSIE!—A proven line for profitable vol- 
ume sales. See and buy ‘'RENSI/E'’! 


1310 GOVERNOR—A royal gift for the desk of 
the boss or the executive. An 8-day alarm 
clock with the most modern beautifully styled 
luminous dial on the left and a perpetual cal- 
endar on the right. Both mounted on an 
engine turned and polished solid brass base 
6%" x 3'/,"'. 

Retail Price $27.95 


Send for latest catalogue sheet 
and price list. Please use your 
letterhead. 


CKY TIME —An 8-day 7-jewel alarm 
wo that ean easily be removed from the case for 
use on a desk or night table. Unusual horseshoe 
type highly polished brass bezel! with silverwhite 
background and dial face of contrasting natural tone. 
Hour markers raised brass with luminous dots and 
hands. Thin model. 3” at widest point. Genuine 
leather case in gold, red, blue or pigskin. 

Retail Price $15.95 





NO. 368 FUTURAMA—Modern in every detail. A 

cordless electric clock usable in home or office. Solid 

brass frame with satin finish. Silver dial for con- 

trast and modern raised numerals and hour markers 

with {2 hour lines for a most unusual effect. Size: 
BS -« 


6" x 6 
Retail Price $31.95 
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cooperation with a French group. 
This facility will have an annual 
capacity of 300,000 watches. Also 
in the works are plans to collabo- 
rate with Japanese and Swiss firms 
in the manufacture of alarm clocks. 
Cameras and binoculars are next 
on the list. 

Indications are that these new 
factories will for a time meet only 
domestic needs. But once these 
needs are satisfied, India can be 
expected to start looking for places 
to export watches and clocks. The 
U. S. is certain to be a target. 


US sells surplus gems 


at New York auction 


Over 47,000 carats of govern- 
ment owned uncut diamonds went 
on the auction block in New York 
July 27. 

The gem stones, valued at about 
$1,400,000, were part of a group 
declared surplus to the national 
stockpile of critical and strategic 
materials. Some 8,410 carats of cut 
and polished gems from the same 
group returned over a million dol- 
lars at an April auction. 

For the July sale, the U. S. Cus- 
toms Bureau divided the gems into 
131 lots, varying in weight from 
less than 10 carats to 2022 carats. 
The largest stone sold weighed 
53.11 carats. 


MJ & SA honors 20 
at vocational banquet 


Twenty jewelry firm employees 
have been given certificates for 
completion of courses in jewelry 


crafts. Presentation was made 
June 28 at the seventh annual voca- 
tional training awards banquet of 
the Manufacturing Jewelers and 
Silversmiths of America, Inc. at 
the Sheraton-Biltmore Hotel, Provi- 
dence. 

Certificate - winners had _ taken 
part in a program of daytime ses- 
sions conducted at Providence High 
School. Employers allowed person- 
nel to attend classes without loss 
of wages. 

Speaker at the banquet was J. 
Milton Brindley, principal of the 
Vocational Training School of 
Rhode Island. 
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ee Morderhe/ tne trates with, 
WESTCLOx | 


12 TRAVEL CLOCK | 
ASSORTMENT 


in less than one 
square foot of 
counter space 


@ Pilfer-Protected...With a Double Locking Back! e Attractive, Gleaming, Permanent Plastic Construction! 


ASSORTMENT NO. 4448 Quantity Number Description Retail Price 


12 Nationally Advertised Clocks with 2 458-L Deluxe Travette, $8.98 each 


FREE Display Case Tn He 
475-L Deluxe Travalarm $9.98 each 
1 ivory, 1 gray 


DEALER COST $6 {7 DEALER 488-L _Travette, 2 tan, $6.98 each 
PROFIT 1 brown, and 1 red 


Afi quiccs exated exe ennmadied etal ec tab $3002 451-L Travalarm, 2 black $7.98 each 
traded and subject to 1O% Federal Excise Tox and 2 ivory 


ASSORTMENT NO. 444A 
6 Clocks at Dealer Cost Pius One 451-L at 
Retail Price Entitle You to Bonus Display Case! 


Quantity Number Description Retail Price DEALER COST 


3 451-L Travalarm, 1 black, $7.98 each 
1 ivory, 1 white $A1 85 
2 488-L  Travette, 1 tan, $6.98 each 
1 brown 
458-L Deluxe Travette, $8.98 each ee ee 
1 tan and 1 red $4 5° 


STARTING SEPT. 18... THE TAB HUNTER SHOW 
These and other Westclox Timepieces will be featured 
EVERY SUNDAY EVENING, NBC-TV NETWORK, 8:30 P. M. (NYT) 


...and will appear in full-color in leading consumer magazines! 
depend on 


WESTCLOX . 


YOUR FULL PROFIT LINE 
MAKERS OF BIG BEN + GENERAL TIME CORPORATION «+ LA SALLE-PERU, ILLINOIS 
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Opulent jewelry is fact— 
not forecast—for fall 


Jewelers have heard predictions 
for months that fall fashions will 
call for the opulent look in jewelry. 

The prediction seemed fact at 
the recent showing of Imperial 
Pearl Syndicate’s styles for the 
fall and winter seasons. 

The “larger look” was especially 
emphasized in Imperial’s collec- 
tion. Necklaces were longer. Pins 
were impressive. Earrings and 
bracelets were bolder. 

These are some of the trends 
that the showing suggests will 
reach a peak in the coming two 
Necklaces, for instance, 
were featured in the new matinee 
length—20 to 26 inches long— 
which convert to a dog collar or 
choker through use of gold or dia- 
mond shorteners. 

In a collection of “limited edi- 
tion masterpieces,” designed in 
Paris, gold was_ used heavily. 
Pearls, of course, were the basic 
gems, but large numbers of 
brightly colored precious stones 


seasons. 








SALES LEADER: Doyle J. Mark- 
ham, left, Dallas district sales mana- 
ger for Hamilton Beach Co., accepts 
gold watch from Arnold O. Wolf, 
vice-president and general manager, 
at regional sales meeting in St. 
Louis. Annual “Salesman of the 
Year” award goes to district sales 
manager who has made _ greatest 
achievement in developing his ter- 
ritory. 





were set in gold in many of the 
pieces. 

These are the styles, in sum- 
mary, Imperial expects to find the 


The Complete Line 
of Quality Billfolds! 


veicreo 


These four sales-proven styles 
give you all you need to do a 
complete job in men’s bill- 


folds — each with the famous 
Cameo quality craftsmanship 
and style features. New 
grains and soft mellow leath- 
ers in all popular colors, 
priced to retail at $3.95 to 


E 
First with the amaz- 
ing Velcro closure — 
makes credential case 
fully adjustable! Ciose 
snugly with from 
to 24 cards or photos. 


$15.00 with FULL MARK-UP! 
Smart women’s styles too, in- 
cluding new matched accesso- 
ries. Write for catalog TODAY! 


CLASSIC — Extra slim style with 
simplicity and good taste. An im- 
provement on the basic traditional 
bilifold, preferred by many. 
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VU-ALL 

H 6 EXPANDEX 
a patented Patented wide. 
openin 0 
thet holds ‘taice 
the usual amount 
of bills and Ss, 
yet folds flat and 
neat, 


photos at 
user’s fin- 
ertips — no 
umbling or 


searching Fine leather goods 


since 1904 
The Springfield Leather 


Products Compan 
SPRINGFIELD, OHIO 


American woman demanding this 
year: 

Wide use of more and longer 
necklaces—pearls were the favor- 
ites, but brightly colored stones 
were the second choice. Strong re- 
liance on gold. Continued popular- 
ity of baroque pearls. Many deco- 
rative clasps for use with other 
jewelry. Continued popularity of 
brushed finishes. Necklaces which 
can be converted to various 
lengths. 


Gruen sales force sees 
three new lines for fall 


Gruen’s sales force saw three 
new lines for the holiday season at 
its annual national sales conven- 
tion in New York. 

The new 17-jewel ‘‘Achieve- 
ment” series was crafted in 
Gruen’s Bienne, Switzerland, plant. 
A ladies’ model, a men’s water- 
proof, and a men’s dress watch 
with yellow top are in the series. 
They will retail at $19.95 plus tax. 

“Miracle Value,” a series of pro- 
motional watches, was the second 
of Gruen’s new lines. 

“Royal Gem” series of 
diamond watches will retail from 
$39.75. Each comes in a new 
Wedgwood blue presentation case. 


ladies’ 


Gorham wholesalers get 
new lines, fall plans 


The Gorham Co. introduced new 
product lines and fall wholesaler 
plans to its Wholesaler Advisory 
Committee at a luncheon during 
the National Wholesale Jewelers’ 
Association convention in Chicago. 

Members of the committee are 
Isaac Alberts of I. Alberts’ Sons, 
Inc.; F. Clarke Bechtel of Jos. B. 
Bechtel & Co., Inc.; Louis W. 
Corbin of Samuel Weinhaus Co.; 
William H. Ficken of A. H. Ficken 
Co.; Irving Friedman of S-K-L 
Co.; Jack E. Krueger, of Ejisen- 
stadt Mfg. Co.; Charles K. Stern of 
Harry Greenwold, Wallenstein- 
Mayer Co., Inc.; Thomas W. Young 
of Butterfield Bros.; William R. 
Katz of Wm. R. Katz Co.; Daniel 
Hattis of Boas Sons, Ltd.; Theo- 
dore Gorenflo, Jr. of Gorenflo Co.; 
Eugene Sobel of Sobel Bros., and 
M. A. Calloway of Ewing Bros. 
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News of Personnel 








Gruen Watch Co. has announced the 
addition of eight members to _ its 
sales staff: 

Henry Freed — Nebraska, 
Kansas and Missouri. 

Lou Bell — Washington, Oregon, 
Montana, Wyoming, Salt Lake City, 
and Denver. 

Jack Richman — New 
southern Connecticut. 

Richard Gilbert — Arkansas, 
isiana, Mississippi, Alabama 
west Tennessee. 

Harry Nussbaum — Kentucky 
Cincinnati. 

Martin Danilo—Ohio. 

Byron Nelson—Arizona, New Mex- 
ico, Utah and Colorado. 

William Muskin—Pennsylvania. 


lowa, 


Jersey and 


Lou- 
and 


and 


Herbert R. Daub Don R. Reisner 


Elgin National Watch Co. has ap- 
pointed Don R. Reisner, formerly 
salesman for W. A. Sheaffer Pen Co., 
as sales representative in Kentucky, 
southern Indiana and southwestern 
Illinois. 

Herbert R. 
man with Bulova 


Daub, formerly sales- 

Watch Co., will 
serve New Jersey, eastern Pennsyl- 
vania, and the southeastern tip of 
New York. 


Elgin has also promoted LeRoy J. 
Anderson to product planning man- 
ager in its watch division and George 
G. Ensign to director of corporate re- 
search and development. 


Texas Instruments, Inc., has ap- 
pointed Robert A. Schultheiss as mer- 
chandising manager of its Metals 
and Controls division. 

Clifford J. Grube replaces Mr. 
Schultheiss as manager of field sales. 


Waterman-Bic Pen Corp. has named 
Charles Buchanan as sales represen- 
tative for Maryland and Alger Smith 
for northeastern Pennsylvania. Albert 
Snyder was named junior salesman. 


Jack M. Williams has been named 
representative for the Midwest, 
Texas, Oklahoma and Louisiana by 
Sloan & Co., a division of Lucien 
Piccard Watch Corp. Mr. Williams 
was formerly with Gorham. 

Phillip Paul will represent Lucien 
Piccard in the Southeast. He comes 
from Le Coultre Watch Co. 
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Raymond H. Schmidt has been ap- 
pointed advertising manager of Wal- 
lace Silversmiths, Inc., a Hamilton 
Watch Co. subsidiary. 

Melvin J. Evans was named man- 
ager of advertising operations for 
Hamilton. 


Melvin J. Evans Raymond H. Schmidt 


H. Leslie Ferguson has been named 
New England resident service engi- 
neer for Sel-Rex Corp. to service in- 
stallations of Sel-Rex’s “Karatclad” 
gold plating process. His headquar- 
ters will be Providence, R. I. 


John H. Weatherby, formerly a 
Towle Silversmiths sales representa- 
tive in the Washington, D. C., area, 
has been named Towle’s assistant 
sales manager. 


John H. Weatherby H. Leslie Ferguson 


William L. Gilbert Clock Co. has 
named Kurt Pollack as district sales 
manager with offices in New York. 


Louis Korff will cover New Jersey, 
Pennsylvania, Virginia, Maryland and 
North Carolina for K.S.K. Jewelry Co. 


Syracuse jeweler makes 
bid for Congress seat 


Jerome M. Wilson, president of 
Wilsons Leading Jewelers, Syra- 
cuse, N. Y., is a Democratic candi- 
date for Congress from the 35th 
Congressional District. 

Wilson, 44, also heads Wilson 
Ranger Industries, Inc., a manu- 
facturing concern. 

The jeweler was named Syracuse 
Young Man of the Year in 1951. 


NOTHING 
B ADDS 
MORE 
VALUE 


to your 
merchandise 


a THAN 
B ENGRAVING 








VISIT BOOTHS 55 & 56 
Retail Jewelry Show 





makes everybody 
an engraver 


new hermes 


ENGRAVING MACHINE CORP. 
154 West 14th Street, New York 11, N. Y. 
IN CANADA: 359 St. James Street West, Montreal, P.Q 
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The 

quality line and 
best seller... 
Styled 

for the Jeweler 
Write for local 


representative 
to call 


B. David Company 


2525 Vine St., Cincinnati 19, Obie 
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Keep the Jewelers Directory 
Issue handy where all your buy- 
ers can use it. It may save your 


store many a sale! 








Prove to yourself how 
our monthly display 
service will create 
better selling win- 
dows. Only $8.70 
monthly for complete 
window display kit and 
over 400 matching 
price tickets. 
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Swiss establish watch 
quality control centers 


Three quality control centers 
have been established in Switzer- 
land for the optional use of that 
country’s watch manufacturers. 

This is the first step toward the 
probable establishment of an obli- 
gatory and general control of 
watch quality by the Swiss watch- 
making industry. 

The first three centers have 
been set up at Geneva, Le Locle 
The next two are 
slated for Solothurn and Neucha- 


' tel. Others will follow. 


Watches tested at the centers 
will be checked for position, 
isochronism and temperature. 

Although the quality control 
program has been set up to assure 
the precision of the watch, the 
primary purpose is to assure the 
durability of the watches. 


FTC issues guides 
on co-op ads, promotions 


The Federal Trade Commission 
has spelled out, in what it hopes is 
layman’s language, certain guides 
for businessmen for granting and 
receiving special “promotional al- 
lowances.”’ 

The guides are supposed to help 
businessmen keep away from viola- 
tions of those sections of the Robin- 
son-Patman Act which deal with 
promotional allowances paid by sell- 
ers to their customers, either in 
the form of money or services. 

FTC, warming up in its drive 
against deception in business, also 
has set down certain guides on of- 
ten abused “guarantee claims.” 

The promotional allowances guide 
lists requirements for sellers. Brief- 
ly, they are: 

© The payments or services un- 


_ der the plan must be available on a 


proportionally equal basis to all 


| competing customers. 


® The seller should take some 


_ action to inform all of his custom- 
| ers who compete with any partici- 


pating customer that promotion is 


| available. 


® The seller and customer should 
have a clear understanding about 
the exact terms of the offer, and 
about the conditions upon which 


payments will be made for services 
and facilities furnished. 

® The seller must take reason- 
able precautions to see that the 
services are actually furnished and 
also that he is not overpaying for 
them. 

The “guarantee claims” guide 
was issued to alert both business 
and consumers as to what is not 
permissible. The seven-point ad- 
vertising guide is not a law, but 
breaches of its points could bring 
FTC action. It is aimed at all 
guarantee advertising, promotion, 
and actual statements on products. 

Under the guide, the term “guar- 
antee” now isn’t enough; it must 
show what is covered, whether re- 
tailer or maker backs it, how it 
will be honored, and any special! 
limitations on it such as proration. 





STAR BRIGHT: Linde Stars’ new 
white star, to be introduced at the 
New York trade show in August, is 
mounted in this $1,000 platinum and 
diamond necklace designed by J. & H. 
Flyer. 


Linde Stars introduces 
new white star stone 


Linde Stars will add a new white 
star to its line of synthetic stones, 
introducing the new item at the 
tetail Jewelers of America trade 
show in New York Aug. 14. 

The white star will supplement 
the synthetic star ruby and star 
sapphire now produced by the firm. 

Pete Brown, sales manager for 
Linde, said the new stone will be 
a six-pointed star with essentially 
the same hardness as sapphire and 
ruby. No light gray shades will be 
produced. Brown said the price of 
the white stars will be the same as 
that charged for the company’s 
other stones. All conventional sizes 
will be available. 

Linde will display a giant white 
star and others mounted in special 
jewelry during the trade show. 
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EAST 


» The New York Guild of the Ameri- 
can Gem Society re-elected as presi- 
dent Dorothy Gene Riedel of Frede- 
rick C. Kielman, 170 Broadway, at its 
June meeting at the Gemological 
Trade Laboratory in New York City. 
Samuel Koulish of Meyer Koulish, 
228 E. 45th St., was chosen as vice 
president, and Mary B. Reheis of 
F. & F. Felger, Inc., Newark, N. J., 
was re-elected secretary-treasurer. 

e Arnstein Bros. & Co. moved in late 
July to new offices on the 35th floor 
of the new Time and Life Building, 
1271 Ave. of the Americas, New 
York. The diamond firm formerly 
was located at 608 Fifth Ave., New 
York. 

» Ceil Robbins, Inc., a costume 
jewelry company, has leased a sec- 
tion of the 10th floor in the building 
at 45 W. 34th St., New York. 

» The Rodania Watch Co. has leased 
space in the Time and Life Building, 
1271 Ave. of the Americas, New 
York. 

» The costume jewelry firm of Rob- 
ert Fleischer Co. has opened its new 
location at 389 Fifth Ave., New 
York, in rooms 707 and 708. 

» Kimberley Gem Co. has tripled the 
size of its quarters at 62 W. 47th St., 
New York. 

»s The Jewelry Committee of the 
Federation of Jewish Philanthropies 
will hold its annual summer outing 
and dinner-meeting Aug. 23, at the 
Century Country Club, White Plains, 
N. Y. 

e Irving Friedman, 
New York Jewelers Exchange, has 
purchased the Paramount Mart 
Jewelers from Ben Fabrikant. 

s The Bulova Watch Co. plant at 
Jackson Heights, N. Y., and the Jo- 
seph Bulova School of Watchmaking 
in Woodside, N. Y., were toured by a 
group of Canadian watchmakers on 
a graduation trip to New York, spon- 
sered by Bulova’s Canadian subsidi- 
ary, Bulova Watch Co. of Canada, 
Ltd. The Canadians were graduated 
from L’Ecole Des Metiers Commer- 
ciaux in Montreal. 

» Reed’s Jewelers has opened its 
third Niagara Falis, N. Y., store in 
the Milpine Plaza. Manager of the 
new store is Leonard L. Cassert, who 
has been associated with the firm for 
19 years. 

e William Goudeket, jeweler at 1969 
Palmer Ave., Larchmont, N. Y., ob- 
served his 20th anniversary at that 
location. 

s Sterling Craft Jewelry Co. has 
leased a store at 1007 Market St.., 
Philadelphia, in the Dobson Building. 


owner of the 


~ 
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» The interior of the M. D. Miller 


Jewelry Store on N. Carlisle St. in 
Waynesboro, Pa., has been com- 
pletely renovated. 

» Eugene Biacchi has opened Geno’s 
Jewelers in Berwick, Pa., at 201 W. 
Front St. 

»s Joachim Schwarz, 
president of Forstner, 


executive vice 
Inc., Irving- 


ton, N. J., is visiting Forstner busi- | 
Italy, | 


ness associates in Germany, 


| 


| 


| 
| 
| 


France and Switzerland while on a | 


six-week trip to Europe. 

» The Sol C. Kraus Lodge No. 8 of 
Brith Sholom Congregation named 
Jack Ranoff, a partner in Kanell 
Jewelers, 124% S. Eighth St., Phila- 
delphia, the “Outstanding Man-of- 
the-Year.” 

=» Milton M. Epstein, a jewelry sales- 
man in the southwest for 40 years, 
joined the Reese Jewelry Corp., 666 
Fifth Ave., New York, in July. 

»s David A. Kaufman has sold his 
jewelry store at 614 Main St., Clar- 
ion, Pa., to Armie James and his 
wife, of Pittsburgh. Kaufman is re- 
tiring after 67 years as a watch- 
maker and jewelry store operator in 
Clarion. 

» Friends of George A. Schuetz in 
the jewelry industry have furnished 
a room in the East Orange General 
Hospital, East Orange, N. J., as a 
tribute to Schuetz’ wife, Anna May, 
who died last year. Mrs. Schuetz 
had been a volunteer worker in the 
hospital for 18 years. 

=» Robert Mohr, sales vice president 


of U. S. Time Corp., visited Timex | 
Germany, | 
Paris and London on a one-week tour | 


facilities in Pforzhiem, 
in June. 

s David Ludel of Miller and Veit, 
Inc., New York importers and cut- 
ters of diamonds, made a month-long 
buying trip in June and July to the 
diamond markets in Amsterdam, 
Antwerp and Paris. 

a» Sel-Rex Corp. of Nutley, N. J., has 
formed a separate company to refine 
spent solutions and precious metal 
plated scrap for Sel-Rex customers. 
The new company, called Precious 
Metals Refining Corp., is housed in 
a separate building adjacent to the 
Sel-Rex offices. 

» Mitchell P. Rosnov, vice president 
of M. Rosnov, Inc., jewelers at 719 
Sansom St., Philadelphia, has been 
awarded a diploma for completing 
three GIA courses in gemology. 

es The New York Jewelers Square 
Club will hold its first fall meeting 
Oct. 3 at Rosoff’s Restaurant. Door 
prizes will be two reserved seat tick- 
ets for Radio City Music Hall. 


Sterling Silver, 
Gold Filled, and Gold 


CHARMS 
DISCS 
CIRCLES 
MONOGRAM PINS 
EARRINGS 
CROSSES 
ashe tirrnieysneae 


14 Third St., Prov. 6, R. |. 


Through Wholesalers 





CREDIT JEWELERS 
o CHRISTMAS CATALOGS 


Made to your order. 75 pages 
of stock brands to choose from. 


© CREDIT FORMS 


Paid Up Promotions. 
Letters, Credit Cards, etc. 


Samples Sent Free 


S.J. SURNAMER CO., Inc. 
253 W. 26 Street New York 1. N.Y 
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FOR INCREASED SALES AND BIGGER CASH PROFITS 


Deal Direct !—Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mwuntings, in best selling styles. 
No piled-up “‘mark-ups'’ to inflate your price, lower 
your profits. Finest service, effective selling aids. 
Every item Fully Guaranteed. Memeo selections to 
well rated tirms. Write for big FREE Catalog pilus 
details of our unusual offer, or phone PL 7-1236. 
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BALDWIN BRACELET CORP. 


22 West 48th Street, N. Y. 36, N. Y. 


























SCHOOL RINGS 
PINS—KEYS—EMBLEMS 


“Manufacturer to Retailer” 


Free Literature available 


HART JEWELRY CO. INC. 


9-11 Franklin St., Newark, N. 
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NEW 


s William S. Preston, Jr., of Burling- 
ton, was elected president of the 
Vermont Retail Jewelers Association 
at its annual convention in June at 
Stowe, Vt. Regional vice presidents 
elected were: southwest, Theodore 
Barrows of Springfield; southeast, 
Henry Turgeon of Windsor; north- 
west, Roger Jette of St. Albans; and 
northeast, Alfred Labounty of New- 
port. Mrs. Earle Wilson of Spring- 
field was named trustee at large. The 
convention heard Max J. Schwartz 
of the Joseph Bulova School of 


Watchmaking speak on “Repair for 


Profit,” and Ray Phillips of the Uni- 
versity of Vermont, whose topic was 
‘Why Do People Buy Jewelry?” 

o Greater prosperity and_ stability 
for the jewelry industry as a result 
of technological advances is predicted 
by Edson W. Sawyer, president of 
the Manufacturing Jewelers and Sil- 
versmiths of America, Inc. Sawyer 
made his prediction at the seventh 
annual awards dinner of the Voca- 
tional Training School in Providence, 
R.I., June 28. The school is sponsored 
by the MJ&SA. 

- George Brouillette, a former jew- 
elry store operator in Newton Corner, 
Mass., has purchased the Dennispor* 
Jewelry Store on Main Street in Den- 
nisport, Mass. It will continue to 
operate under that name. 

es Brundage Jewelers of Fairfield, 
Conn., have opened a new store at 
Westport, Conn., under the manage- 
ment of Gordon Buckley. 

s Jack G. Swezey has purchased the 
store of G. W. Fairchild in Westport. 
Conn., and will operate as Swezey 


of Westport. Inc... Jewelers and Sil- 
versmiths. 


ENGLAND 


»s The Horological Society of Massa- 
chusetts, meeting at the Fitch school 
in Waltham, Mass., in June, chose 
Donald Bruno to head the society 
for the coming year. Also elected 
were: John Alden, vice president; 
Raymond Hills, secretary; J. Leo 
Melanson, treasurer; Walter Hersey, 
financial secretary; and M. Martin 
Sarill and Richard Cunha, to the 
board of directors for three years. 
After a report from AWI convention 
delegate Henry B. Smith, the society 
voted to affiliate with the AWI. 

»s The Massachusetts and Rhode 
Island Retail Jewelers Association 
annual convention has been scheduled 
for Sunday, Oct. 9, at the Hotel 
Somerset in Boston. 

» Special prizes were given away at 
an open house held by Tony Barton 
at his jewelry store on Church Street 
in Lenox, Mass., June 29 through 
July 2. The event had been delayed 
since the store’s opening last Decem- 
ber. 

a Michaels Jewelers’ 13th store will 
be opened late this summer at the 
Connecticut Post shopping center in 
Milford, Conn. James C. Miller, man- 
ager of the firm’s South Norwalk, 
Conn., store since 1956, will manage 
the new unit. The chain’s branches 
are in Connecticut and Rhode Island. 
a Josephs Manufacturing Jewelers at 
179 Pearl St., Burlington, Vt., is 
undergoing extensive remodeling. The 
store will be enlarged, making addi- 
tional display space at the front and 
increased room in the workshop. 

sa Shoor Jewelers of Manchester, 
Conn., opened in June at its new 
location, 917 Main St., a few doors 
from its previous business place. 
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» Four new men have been elected to 
resident membership in the Chicago 
Jewelers’ Club. They are John H. 
Hoober of Hamilton Watch Co., 
Michael Lewin of A. Wein & Co., 
Herbert J. Hatowski of Boas Sons 
Ltd. and Robert H. Green, a manu- 
facturers’ representative. 

s John Thomson has bought out 
Margo’s Jewelers at 507 Davis St., 
Evanston, Ill. Thomson had been as- 
sociated with Olson & Ebann in 
Evanston for 25 years. 

x Miller Erens, a retail jeweler at 
29 E. Madison St., in Chicago, has 
taken over new quarters on the 10th 
floor of the same building. 


s Wolf’s Jewelry Store, 4102 W. 
Madison St., Chicago, which was op- 
erated by Harry J. Iglow for 37 
years until his death in February, has 
been sold to Irving Spritz, Inc., a Chi- 
cago-based chain. 

» Zale Jewelry Co. has purchased 
Peoria Carson Jewelers, Inc. in 
Peoria, Ill., from Norman Kernis and 
Harry L. England. 

» James T. Lester, a midwest repre- 
sentative of International Silver Co.’s 
1847 Rogers Bros. division since 1937, 
was presented with sterling beverage 
cups in honor of his retirement after 
40 years with International. Robert 
J. Astle has replaced Lester. 
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» The annual Chicago regional meet- 
ing of the National Bridal Service 
will be in the Chicago Room of the 
Palmer House Hotel, Aug. 1-2. 

» John B. Dupont was elected vice 
president and general manager of the 
retail division of Vandersteen Jewel- 
ers, Inc., 1254 Main St., Green Bay, 
Wis., at the company’s annual meet- 
ing. Mrs. Herbert Aerts was elected 
vice president in charge of merchan- 
dising. 

a C.J. Lytle, Linesville, Pa., jeweler, 
has opened a new store in Andover, 
Ohio, under the management of Mrs. 
C. M. Heidelberg. 

» Rogers Jewelry Store has opened 
in Meyers Lake plaza, newest and 
largest shopping center at Canton, 
Ohio. 

=» Inez and A. M. Carnahan, opera- 
tors of an Eaton, Ohio, jewelry store, 
have purchased another store at 320 
N. Main St., Piqua, Ohio, from Jack 
and Maxine Zimmerman. 

a Charles S. Singer has sold his 
Peoria, Ill., jewelry store to his son- 
in-law and grandson, Fred J. and 
Fred A. Rammes, and is retiring after 
more than 50 years at the same loca- 
tion at 420 Main St. The elder Ram- 
mes has been with the firm since 
1920, his son since 1950. 

» Marlen Jewelers celebrated its an- 
niversary in Bedford, Ohio, in June 
by offering a free weekend at a re- 
sort motel near Pittsburgh with each 
$200 diamond ring sold. 

a Miles Jewelry Store has moved to 
a Bridge Street location in Saranac, 
Mich., from lonia, Mich. 

s Quentin Lynch of Lynch Jewelry 
Store has been elected chairman of the 
board of the Parklane Merchants As- 
sociation in Wichita, Kan. 

» The Diamond Shop, a 34-year-old 
Lewiston, Idaho, jewelry firm, has 
moved to a new and larger location 
four doors from its previous location 
at 624 Main St. 

es Don Harmon is now assistant gen- 
eral manager of the Rominger Jew- 
elry Co. in Sterling, Colo. Bennie 
Fischer succeeded Harmon as man- 
ager of Harry Thiele Jewelers in Al- 
liance, Neb., which is owned by the 
Colorado firm. 


THE 4% 


® Reliable Stores Corp. has pur- 
chased the nine-store jewelry chain 
of S & N Katz, Inc., in Baltimore. 
The Katz firm was founded in 1902. 
= Rolf Krug, vice president of the 
Jewelers Association of Baltimore, 
launched the ‘‘Operation Angel, 
1960” program at a luncheon meet- 
ing July 1. Under the program, ini- 
tiated last year, participating jewel- 
ers will accept old watches from 
Sept. 6 to Nov. 5. The Jewelers Asso- 
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=» Robert C. Terrell has joined the 
staff of Herb Howard’s Jewelry Store 
in Peru, Ind., as a watchmaker-jew- 
eler. 

=» Baron’s Jewelry in Great Falls, 
Mont., has moved from 405 to 416 
Central Ave. 

s William S. Jackson, a watchmaker 
with Hartley’s Jewelry Store in Hart- 
ford City, Ind., for the past 10 years, 
has purchased a jewelry store in New 
Bremen, Ohio, from Mel Laut, and 
will operate it as Jackson’s Jewelry. 
» Carl Kay has been named to man- 
age Morrey Jewelers’ third store in 
Columbus, Ohio. The new store open- 
ed recently at 259 E. Main St. 

» E. E. Hoover has retired as active 
manager of Hoover Jewelry in North 
Platte, Neb., and appointed Bonny 
Jurado as manager. 

»s Max Davis, president of the Max 
Davis Jewelry Co., has been re-elected 
president of the Westgate Village 
Merchants Association in Toledo, 
Ohio. 

» Kenneth H. Carnahan, an employee 
at Nicewander Jewelers, 301 Colum- 
bia St., Lafayette, Ind., for the past 
10 years, has purchased the business 
from Earl M. Nicewander, who has 
operated the firm for 33 years. 

as Jake Doerr of Olson Jewelry in 
Jamestown, N. D., recently completed 
a refresher course in diamond setting 
under the supervision of Al Lundeen, 
diamond setter and manufacturing 
jeweler in Fargo, N. D. 

a Chadband’s Jewelry Store in 
Bloomington, Ill., has purchased the 
stock of the Little Gift Shop in that 
city, and moved the merchandise to 
the Chadband store at 809 N. Main 
St. 

se Glen L. Rowland, formerly with 
Olson & Ebann Jewelry chain, has 
opened Rowland’s Jewelry Co., at 
206 N. Main St., Rockford, III. 

a William Schultz has _ purchased 
3urdick & Schaefer Jewelry Store, 
1514 Washington Ave. in Racine, Wis., 
and is now operating it as Schultz 
Jewelers. The former owners have re- 
tired. 

» Mills Jewelry Co., 107 N. Main 
St., Rockford, Ill., has been sold to 
Norman R. Everdon. 


SOUTH 


ciation will provide new bands and 
gift boxes for the watches, which, 
when repaired, will be given to char- 
ities for Christmas distribution. 

s David R. Lakein, treasurer of the 
Lakein Jewelry Co., Baltimore, at- 
tended the sixth annual Management- 
Development Workshop at the Har- 
vard Business School in Boston in 
June. 

= Carl W. Steele of North Wilkes- 
boro, N. C., has been installed as 
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A ROSARY 
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Means MORE... 





Rosary No. 168P. 


with 6x8 mm Pear 
Shape Imitation Pearls, Soldered 
Links between beads, Fancy or Plain 
Crucifix. Pearls have sufficient coats 
of essence to have safely withstood 
Rhodium Plating. 

Keystone, $7.00. With Contemporary 
Crucifix, Keystone $9.00. 


Write for further Information 


A. F. GRENCI 


Mfg. of ‘Ave Maria’ Rosaries 
136 Standard Ave. Butler, Pa. 


At all leading Gift Shows. Write for information 
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ST 56/7 3-corat 
Linde 4-.01'/2 s.c. 
Diamonds. 

14K W.G. 

110.00 Keystone. 


ST 51 7-corat 
Linde star 2-.05 
F.C. diamonds. 

14K W.G. 
197.00 Keystone. 


a r Kings 


Designed to give the star 

prominence and _ security. 

Available with genuine or 
synthetic Linde Stars. 


BYARD F. 
WL ddd 


801 WALNUT STREET 
PHILADELPHIA 7 
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reason—let us advise you without ob- 
ligation! The RIGHT decision may 
mean thousands of extra dollars to you. 


We will not accept your sale unless 
we ore certain that it will be most suc- 
cessful. Our 35 years of experience and 
reputation is our guarantee. 


Write * Wire * Phone Collect 
No Obligation © in Strictest Confidence 


BRILL & COLMES 


ond Associates, Inc. 
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president of the Yadkin Valley 
Watchmakers and Jewelers. The 
group’s other new officers are Glen 
Dameron of North Wilkesboro, vice 
president, and Joe Royal of Elkin, 
N. C., secretary-treasurer. 

= Jerry Abrams of Greensboro, 
N. C., area salesman for Bulova 
Watch Co., told the North Carolina 
Watch Association at its May meet- 
ing in Durham, N. C., how a Bulova- 
designed electronic instrument will 
silence the Explorer VII satellite 
after scientists are no longer in need 
of its beeping signal. 

=» Bill Stewart, representing Duval 
Jewelry Co., has been elected to the 
board of directors of the West Palm 
Beach, Fla., Downtown Merchants’ 
Association. 

= George F. Lee, a retail jeweler, 
was elected mayor of Emporia, Va., 
in June. 

=» Mr. and Mrs. Fred Couch have 
purchased Anniston Jewelry Co., 
1212 Noble St., Anniston, Ala., and 
will operate it in addition to Couch’s 
Gift Shop, a business they have con- 
ducted in Anniston since 1943. 

# One of New Orleans’ oldest retail 
firms, Hausmann’s Jewelers, has 
opened its first suburban store at the 
Lakeside Shopping Center. Joseph R. 
Savoie, associated with the firm since 
1928, is managing the new store. 

es Walter R. Thomas of Atlanta has 
opened its newest shopping center 
branch store in the $2,000,000 Subur- 
ban Plaza Shopping Center. 

= Free prizes were awarded to cus- 
tomers at a sale marking the opening 
of new and remodeled quarters for 
John Darden Jewelry in Conway, 
S. C. The store, which will observe 
its 20th anniversary in September, is 
now located in the Gore Building on 
Main Street. 

s Directors of the Lexington, N. C., 
Retail Merchants Association elected 
J. P. Costner, owner of Costner’s 
Jewelers, president for 1960-61. Cost- 
ner and his wife have operated their 
store at 105 S. Main St. in Lexington 
since 1938. 

e Cedric L. Todd is now the watch- 
maker at The Jewel Box in Rocking- 
ham, N. C. Todd is a graduate of 
Spencer School of Watchmaking. 

s Jostens, Inc., of Owatonna, Minn 
a manufacturer of high school and 
college announcements, rings and 
similar items, has announced its 
plans to build an engraving plant at 
Shelbyville, Tenn. 

s John M. Wise, manufacturing 
jeweler and appraiser, discussed “‘Ap- 
praisal and Evaluation of Precious 
and Semi-precious Stones” at the 
June meeting of the Gem Cutters 
Guild of Baltimore. Wise is a past 
president of the guild and is mem- 
bership chairman at present. 

ws Lester Moon of Tallahassee, Fla., 
a director of the Retail Jewelers of 
America, addressed the Mississippi 
Retail Jewelers Association at their 
annual convention in Biloxi, held 
July 10 and 11. 


= The Louisiana Horological Associ- 
ation elected Roy Formby of Homer, 
La., president at its 15th annual con- 
vention in Shreveport. Other officers 
chosen were: Tucker Bryan of 
Shreveport, vice president; Joe C. 
Bryan of Shreveport, trustee; and 
Bill Bryan of Minden, re-elected sec- 
retary-treasurer. Named to the board 
of directors were: W. L. Huckabay of 
Monroe, Carroll Green of Lake 
Charles, Donald Ward of Alexandria, 
Joe Rickett of Natchitoches, James 
York of Baton Rouge, John Martin of 
Shreveport, C. E. Walton of Opelou- 
sas and C. T. DeVore of Alexandria. 
The convention heard F. A. Givens, 
secretary of the Louisiana Board of 
Examiners in Watchmaking, who 
discussed the problems met in admin- 
istration of the state licensing law. 
Other speakers included: Jack 
Barker of the Watchmakers of Swit- 
zerland, Don Levernz of Elgin Na- 
tional Watch Co., Earl Weaver of 
Southwest Smelting & Refining Co. 
of Dallas and Jack Ivers of Ameri- 
ean Time Products. 
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West Virginia, Ohio will 
team up for convention 

West Virginia Jewelers Associa- 
tion will again join with Ohio for 
a joint convention and _ regional 
jewelry show in Cincinnati Septem- 
ber 4-6. 

The West Virginia group has 
joined the Ohioans during three 
preceding conventions. 





Kentucky jewelers plan 
state fair display booth 


The Kentucky Retail Jewelers 
Association will sponsor a double 
booth at the Kentucky State Fair 
in September to improve customer 


education in regard to quality 
jewelry products. 

Included among the booth’s dis- 
plays will be examples of genuine 
stones in comparison with syn- 
thetics and imitations; cultured, 
genuine and imitation pearls; pin 
lever and jewelled lever watch 
movements; various types of karat 
gold alloys; and stones of many 
kinds in their rough, semi-finished 
and facetted states. 

Scott Means, Jr., president of 
the association, said association 
members would man the booth, ex- 
plaining the displays and distribut- 
ing brochures. Means said the 
mailing list of registrations at the 
booth would be available to those 
desiring copies. 
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=» Zale Jewelry Co. has promoted 
Bailey Alexander to manager of its 
store in Wichita, Kans. Alexander had 
managed Zale’s Ponca City, Okla., 
store since it opened five years ago. 
Lynn Burrow, who has been in the 
company’s management training pro- 
gram since February, will replace 
Alexander. Zale’s 12th Oklahoma 
store and the 164th outlet in the 
chain was opened in Norman, Okla., 
July 1, under the management of 
Kelley Mitchell. He had been assistant 
manager in Zale’s Enid, Okla., store 
for the past six years. The firm also 
announced the appointment of Wil- 
liam Kiger as manager of its El 
Paso, Texas, store. 

» Leveridge Jewelry store has 
changed its location in Cisco, Texas, 
from 700 Avenue D to the Threet 
Variety Store building at 614 Avenue 
D. 

» A bridal room was added to the 
J. J. Sweeney Jewelry Co., 700 Main 
St. Houston, during the store’s first 
remodeling since moving to its present 
location in 1927. Carol Fay will be 
bridal consultant for the 85-year-old 
firm. 

» Gordon’s Jewelers opened the 
chain’s fifth San Antonio store, June 
16, at the Northwest Shopping Cen- 
ter, 3600 block Fredericksburg Rd. 
Arnold Miller is managing the new 
unit, 80th of the Gordon chain. 

» Joseph Eisinger has been elected 
to head Congregation Beth Israel in 
Dallas. 

»s Ben Waldman of Dallas has been 
elected Executive Director of TOLA 
Tumbleweeds, an association of 
southwestern gift and jewelry travel- 
ing men. He succeeds David A. Sha- 
piro who is now with Baim’s Depart- 
ment Stores in Pine Bluff, Ark. Wald- 
man represented the Mido Watch Co. 
of America from 1949 to 1960. 

» The Jaclyn Jewelry Co., wholesale 
costume jewelry company, has opened 
at 300 S. Flores St., San Antonio. 

es James M. Reeh has been named 
manager of Staudt’s Jewelry Store in 
Orange, Texas. Reeh is secretary of 
the Texas Watchmakers’ Association. 
» Hinson Jewelry in Stroud, Okla., 
will have twice its present floor space 
at the new location being prepared in 
the building formerly occupied by the 
Foster drug store. 

» Robert Shedrick, owner of jewelry 
stores in Stillwater, Edmond and 
Perry, Okla., has purchased Endicott 
Jewelry at 109 W. Oklahoma Ave., 
Guthrie, Okla. Robert Endicott, who 
owned and operated the store since 
1952, remains as manager. The 
store’s name has been changed to 
Shedrick’s Jewelry. 
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a Twenty-six persons who registered 
at the opening of Michaelson Jewel- 
ers, 25 N. Robinson St., Oklahoma 
City, Okla., were awarded $1,000 in 
prizes in June. Jerome Michaelson, 
who had been manager of Weber’s 
Jewelers in Oklahoma City for the 
past 12 years, purchased the store, 
which had been Goldfarb’s Terrace 
Jewelry. 

=» New regional supervisor of the 
Fine Jewelers Guild of America is 
Willis R. Cowlishaw of Boswell Jew- 
elers, 509 S. Main St., Tulsa, Okla. 
Leo Fields, executor of the guild, said 
Cowlishaw would coordinate the ac- 
tivities of guild member stores in 
Tulsa, Oklahoma City, Wichita and 
Topeka. 


» Jack H. Beggs, formerly sales rep- 
resentative in Arizona and New Mex- 
ico for E. W. Reynolds Co., Los An- 
geles, is now covering that territory 
for Philip Wolman Co. of Los An- 
geles. 

» An employee of Daniel’s Jewelry 
in Mesa, Ariz., Corene Hepler, has 
won a $750 scholarship from the 
Desert Club of Mesa. Miss Hepler has 
been attending Arizona State Uni- 
versity while a full-time employee at 
Daniel’s. 

» El Paso’s new president of the 
Downtown Development Association, 
Harry Shain of Shain Jewelry Co., 
has suggested a night opening pro- 
gram for downtown stores to meet 
shopping center competition. 

»s Harry Rosenzweig of Rosenzweig’s 
Jewelers in Phoenix, Ariz., has been 
elected president of the Downtown 
Merchants Association of Phoenix. 


»s Fred H. Swenson is the temporary 
chairman of the Southwestern 24K 
Club of Dallas, an organization form- 
ed in July to support the trade shows 
held semi-annually in downtown Dal- 
las showrooms and in the Baker and 
Adolphus Hotels. The group is com- 
posed of officials and representatives 
of firms which show diamonds, 
watches, jewelry and silverware at 
the downtown shows. Temporary di- 
rectors of the club are Clyde C. John- 
son, W. C. Jones, Leo Kamion, Arch 
M. Lyles, David -J. Orman, R. N. 
Richardson, Jr., Paul G. Storm, Jr. 
and Fred H. Swenson. 

» Werner Koch has opened Werner 
The Watch Maker shop at 2439A E. 
Thomas, Phoenix, Ariz. 

a Jay Lebcowitz is new manager for 
Zale Jewelry Co. of its store in Big 
Spring, Tex., will also oversee Zale 
units in Abilene, San Angelo, Midland 
and Odessa. 

» Bill Pulis Jewelry in Anadarko, 
Ariz., has moved to 111 W. Broadway, 
from 101 E. Broadway. 
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JET STREAM SERVICE 


Newly designed Certified 
Wedding Rings are being 
produced on new efficient 
machines which guarantee 
quick service with no in- 
crease in price. 18K for export. 





CERTIFIED metas Co. | !7 Edison Pt; 














Just you 


sales grow when you clean 
your customers’ jewelry the 
modern ultrasonic way with a 
HERMES SONIC _ ultrasonic 
cleaner. Cleans your stock too. 
Only 8” total counter space. 


Hermes Sonic Corp. 
13-19 University Place, New York 3 














EMERALDS 


Loose or mounted. Memo selections to rated 
lewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 





WEST COAST 


» All exhibition space for the San 
Francisco Gift Show, Aug. 7-10, at 
Brooks Hall was reported sold out 
several weeks in advance. Additional 
exhibitors were added at the Shera- 
ton-Palace Hotel. Gift shows at Port- 
land, Seattle and Spokane will follow 
the San Francisco show. 

» Donald D. Doyle, former member 
of the California legislature, spoke at 
the June meeting of the Jewelers 24 
Karat Club of Southern California. 
« Two special films were shown to 
officers and members of the Santa 
Barbara Guild, ‘Watchmakers and 
Jewelers, at a June meeting at the El 
Cielito. 

« Representatives of the Gomez Man- 
ufacturing Co., San Francisco, met 
there in July for the semi-annual 
sales meeting, conducted by Ralph D. 
Gomez, president. 

« George Whitely, Inc., has moved 
from 704 Market St., San Francisco, 
to Room 504, Jewelers Bldg, 657 Mis- 
sion St. 

se M. & H. Plating Works moved 
July 1 from their 18-year location at 
583 Market St., San Francisco, to 
new and larger quarters on the sec- 
ond floor of the Jewelers Bldg., 657 
Mission St. 

» Robert D. Kistler has been ap- 
pointed marketing director of E-Z-Est 
Products Co., Inc., Oakland. Cal. 

s A. Frank DiCristina & Sons, man- 
ufacturing jewelers, have moved from 
room 807 to room 804 of the Jewelry 
Trades Bldg., Los Angeles. 

»s Special security arrangements 
were required to protect a jewelry 
collection worn by Lana Turner for 
the opening of her new film, Portrait 
in Black, in Los Angeles. The jewels, 
termed the most spectacular collec- 
tion of jewelry ever designed for a 
single screen personality, were valued 
at $1,175,000. They included 4,200 
diamonds, 700 pearls and 250 emer- 
alds. 

» Mrs. Mary Plowman, a saleswoman 
at Berggren Jewelers, operated by 
Wallace Binford in Van Nuys, Cal., 
was selected as Courtesy Sales Per- 
son of 1960 by the Van Nuys Rotary 
Club. The club conducted a shopping 
tour to select the most courteous sales 
person in the Van Nuys shopping dis- 
trict. 

« Robert C. Truskin, watch repair- 
man, has moved from room 620, 424 S. 
Broadway, Los Angeles, to larger 
quarters at room 600 in the same 
building. 

» Mark Jewelers, Van Nuys, Cal., 
conducted a special graduation event, 
with officers of the 1960 high school 
class supervising the presentation of 
watches to the class president and vice 
president. 


s Over $5,000 worth of door prizes 
were given to visitors at the opening 
of the new J. Herbert Hall Co. jew- 
elry Store, Oak Knoll and Colorado 
Blvd., Pasadena, Cal. The store pro- 
vides 60 parking spaces for patrons. 
s Frank Enos has been appointed to 
the newly-created post of director of 
sales, Pacific area, for ring firm, J. 
R. Wood & Sons, Inc., New York. 
Enos had been with the Artcarved na- 
tional sales staff. 

a Sanky’s, a new jewelry store, open- 
ed in June at 1335 Fourth Ave., Seat- 
tle, Wash. 

» Ralph L. Dilnik, formerly with Ot- 
terson’s Jewelers, Seattle, has joined 
with Patricia J. Gusa to open the 
Market Watch & Clock Shop in the 
Pike Place Public Market, a location 
formerly occupied by Otterson’s. 

s The Weisfield jewelry chain, head- 
ed by Leo Weisfield, has purchased 
Friedlander & Sons jewelry store, 
Aberdeen, Wash., the 29th store in 
the organization. George Lundahl is 
the new manager. 

» Skyway Jewelers, Renton, Wash., 
has moved from 12618 Renton Ave. 
across the street to 12621 Renton Ave. 
=» Mr. and Mrs. R. E. Marshall have 
opened M. L. Jewelry & Loan Co. in 
Oak Harbor, Wash. 

» The Oregon State Jewelers Asso- 
ciation held its annual golf tourna- 
ment at the Glendevere course July 
17. 

» Ralph Davis, Payette, Ore., is now 
operating the Wyckoff Jewelry Shop, 
2175 Oregon St., Ontario, Ore., after 
purchasing the shop from Mrs. Bess 
Wyckoff. 

se C. & G. Jewelers, operated by 
Charles Goudge, Portland, Ore., has 
moved to 833 N. Killingsworth Ave. 
» Christiansen Jewelry Store has 
opened in Soda Springs, Idaho. 

es William Norman, owner of Nor- 
man’s Jewelry, Caldwell, Idaho, has 
purchased Bacon’s Diamond Corner, 
Nampa, Idaho. He will operate it 
under his own name. 

» The San Francisco Pot & Kettle 
Club has elected Tom Payton, of Cory 
Corp., president. and named Charles 
E. Poetzl, of Proctor-Silex Corp., vice 
president. 

» The George S. Thompson Corp., 
makers of gourmet accessories, have 
opened a new factory at 727 S. Mon- 
terey Pass Road, Monterey Park, Cal. 
» Hart’s Jewelers of Van Nuys, Cal., 
are preparing for the opening of two 
additional stores. 

e R. J. Baldwin has purchased The 
Watch Shop, 521 Walnut St., Red 
Bluff, Cal. 

» Frank Austin has purchased Guen- 
ther Jewelers in Vista, Cal. and is 
completely remodeling the store. 
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Executive Appointments 








Bruce M. Jeffris will assume 
chief executive responsibility for 
the Parker Pen Co. with the re- 
tirement of Kenneth Parker, board 
chairman. Parker announced his 
retirement after 40 years of ac- 
tive leadership, during which the 
company rose from a small man- 
ufacturer of fountain pens to the 
world’s largest producer of writ- 
ing instruments. He assumed 
leadership of the company in 
1933 from his father, George 3B. 
Parker, the firm’s founder. 


Parker Jeffris 


Elgin National Watch Co. has ap- 
pointed George G. Ensign direc- 
tor of corporate research and de- 
velopment. Ensign, associated 
with Elgin since 1936, has been 
manager of watch manufacturing 
since 1958. 


Stanley S. Schneider, former di- 
rector of engineering for Magna- 
vox Co., is now vice president-op- 
erations of Emerson Research 
Laboratories, a division of Emer- 
son Radio’s Emertron, Inc., sub- 
sidiary. 


Charles M. Baehler has_ been 
named president of Vibrograf 
Corp. and director of both Vibro- 
graf and Incabloc Corps. He 
succeeds Julius S. Impellizzeri, 
former president of both corpora- 
tions, who has resigned. Baehler 
joined Ineabloc and Vibrograf 
two years ago as vice-president 
of both corporations. Prior to 
that he was associated with 
Henri Stern Watch Agency, Inc., 
for six years. 
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Crandall 


Eugene T. Crandall and James 
M. C. Tighe have been named vice 
presidents-marketing of the Lux 
Clock Manufacturing Co., Water- 
bury, Conn. Crandall and Tighe 
will head the firm’s industrial 
and commercial divisions, respec- 
tively, of which each had previ- 
ously served as sales manager. 
Tighe is president of the Na- 
tional Premium Sales Executives. 


Gerald Light has been named vice 
president in charge of marketing 


by Shick, Inc. He was formerly 
a vice president of McCann-Erick- 
son, Ine. 


William A. Harnisch has been ap- 
pointed to the newly created po- 
sition of executive vice president 
in charge of sales and sales pro- 
motion for The Meeker Co., Jop- 
lin, Mo., manufacturer of per- 
sonal leather goods. Harnisch has 
been with the firm since 1929. 


Harnisch Huggins 


John Huggins has been elected 
vice president and national sales 
manager for the Benrus Watch 
Co.’s Benrus, Belforte and Sover- 
eign watches. Huggins was sales 
manager of Evans Products Co. 
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| Obituaries 


Hans Wilsdorf, 79 founder and 
president of The Rolex Watch Co.., 
Ltd., parent company of the Amer- 
ican Rolex Watch Corp., died July 
6 in Geneva, Switzerland. Wils- 
dorf pioneered in the development 
of the wrist watch as a popular 
timepiece, brought out the first 
wrist chronometer, water - proof 
watch and self-winding watch. 
William Helbein, 70, president of 
the Helbros Watch Co., 6 W. 48th 
St., New York, died July 12. Head 
of Helbros for 48 years, Helbein 
served as a consultant to the War 
Labor Board in World War II. He 
was a director of the AWA. 
James J. Townsend, director of 
overseas operations for Oneida 
Silversmiths, died June 9, shortly 
after returning from a world-wide 
business trip. A native of London, 
Townsend served with the Brit- 
ish army in World War I, joined 
Oneida in 1920. During World 
War II, he spent two years in 
Washington as assistance admin- 
istrator of Lend Lease. 





Edward E. Oakes, 69, of Boston, 
a designer of hand-wrought jew- 
elry, died recently. Oakes was one 
of the few jewelry craftsmen to 
have his work exhibited at the 
New York City Metropolitan Mu- 
seum of Art. 

Dr. Emanuel Ancot, chairman of 
the board and managing director 
of Wiedes Carbidwerk Freyung 
m.b.H., in West Germany, makers 
of Gemma Stars, died in June. 

I. J. C. (Chase) Holland, 69, owner 
of Holland Jewelry Co. in San An- 
gelo, Texas, died June 11. The firm 
achieved a national reputation with 
the manufacture of Holland’s pat- 
ented Spur Clips and belt buckles, 
which became official prizes at the 
Madison Square Garden rodeos. He 
was a past president of the Texas 
Retail Jewelers Association. 
Herman A. Maier, Jr., 58, vice 
president of Maier & Berkele Jew- 
elers in Atlanta, Ga., died June 
15. A lifelong resident of Atlanta, 
Maier was a member of several 
community organizations. 
Sylvester M. Nathan, 85, founder 
and treasurer of the S. M. Na- 
than, Inc., jewelry store in Fitch- 


burg, Mass., died recently. 
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Dr. S. E. Lawrence, 73, former 
owner of Lawrence’s Jewelry and 
Appliances, in Columbia, Miss., 
died June 25. 

Thomas L. Barrowman, 68, a 
wholesale jeweler in Youngstown, 
Ohio, since 1914, died June 18. 
Albert A. Southwick, 87, former 
co-manager of the London and 
Paris branches of Tiffany & Co., 
died in Paris May 30. 

Oscar J. Gomez, who had been 
connected with Leonard Krower 
& Son, Inc., New Orleans, for 
some 50 years, died June 15. 
William R. Johnson, 52, Portland, 
Ore., jeweler, died June 24. 
W. L. Perkins, 52, a Lodi, 
jeweler, died in June. 
Claude L. Seale, 66, a jeweler on 
lower Broadway in New York City 
for nearly 50 years, died June 17. 
George E. Fort, recently retired 
after 60 years in the jewelry bus- 
iness in Trenton, died June 28. 
Fred Frame, 74, a jeweler in Dan- 
ville, Ill., for 49 years, died in 
June. 

James Maloney, 62, owner of Ma- 
loney’s Jewelry Store in Colum- 
bus, Wis., died recently. 

Will H. Cleaver, 83, jewelry store 
operator in Dubuque, la., for more 
than 50 years, died June 23. 
Basil Boase, 66, died June 2 of 
wounds received in an attempted 
holdup of his jewelry store in Chi- 
cago in May. 

Charles E. Smith, 59, owner of 
Charles E. Smith Jewelers in Har- 
risburg, Pa., died June 26 
Warren S. Fishel, 70, owner of 
Fishel’s Jewelry Store in Sumter, 
S. C., died in June. 

Carl A. Muck, a Pittsburgh, Pa., 
jewelry manufacturer for 30 
years, died in June. 

Gilbert G. Showalter, 65, a sales- 
man at the Schwemmer jewelry 
store in Reading, Pa., for 34 
years, died June 23. 

Jess M. Poe, 84, a Rushville, Ind., 
jeweler for 67 years, died in June. 
Walter C. Armstrong, 77, jewelry 
store operator in Okemah, Okla., 
died in his store recently. 
William F. Ames, San Francisco 


Iowa, 


jeweler, died recently. 


Harry M. Shane, owner of a jew- 
elry store in Oakland, Cal., died 
recently. 

Albert Baumbusch, 61, a Newark, 
N. J., jeweler, died June 24. 
Fred A. Trotter, 53, a jeweler in 
3utte, Mont., died in June. 





COMING EVENTS 


AUG US T 


7-10—Memphis Cotton States Gift, 
Jewelry, China, Glass, Stationery, 
Toys and Housewares Show, Mem- 
phis Ellis Auditorium. 

7-10—San Francisco China, Glass, 
Gift, Jewelry and Stationery Show, 
Brooks Hall, Sheraton Palace, St. 
Francis and Sir Francis Drake Hotels 
and Western Merchandise Mart. 

14-16—Mid-Continent Jewelry and 
Silverware Show, Muehlebach Hotel, 
Kansas City, Mo. 

14-17—Portland Gift Show, Public 
Auditorium and Plaza Hotel, Port- 
land, Ore. 

14-18—Retail Jewelers of America, 
Inc., annual convention and trade 
show, Waldorf-Astoria Hotel, New 
York. 

19—Jewelry Industry Tax Commit- 
tee annual meeting, Waldorf-Astoria 
Hotel, New York. 

21-23—Detroit Jewelry Show, Stat- 
ler-Hilton Hotel. 

21-24—-Seattle Gift Show, New Na- 
tional Guard Armory, Olympic and 
New Washington Hotel and Termi- 
nal Sales Building, Seattle, Wash. 

21-26—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

28-30—Retail Jewelers of America 
Pacific Jewelry Show, Biltmore Hotel, 
Los Angeles. 

28-30—Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 

28-31—Minneapolis China, Glass, 
Gift, Stationery, Toys and House- 
wares Show, Radisson Hotel. 
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3—TOLA Tumbleweeds fall meet- 
in, Marriot Motor Hotel, Dallas, Tex. 

3—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

3-9—Dallas Market Center Gift 
and Jewelry Show, Dallas Trade 
Mart, Market Hall and Marriot Mo- 
tor Hotel. 

4-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

4-6—Ohio and W. Va. RJA re- 
gional convention and jewelry show, 
Netherland-Hilton Hotel, Cincinnati. 

4-7— Miami China, Glass, Gift, 
Jewelry, Stationery, Toys and House- 
wares Show, Miami Bayfront Audi- 
torium. 

9-Oct. 2—Geneva Watch and Jew- 
elry Show, Rath Museum, Geneva, 
Switzerland. 

10-12—-North Dakota Jewelers and 
Watchmakers Association annual con- 
vention, Lewis & Clark Hotel, Man- 
dan, N. D. 

11-15—Boston Gift Show, Hotel 
Statler and First Corps Armory. 

17-18—Indiana Jewelers Associa- 
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tion and Watchmakers Association of 
Indiana joint annual convention and 
jewelry trade show, Severin Hotel, 
Indianapolis. 

17-18—Horological Association of 
lowa annual convention, Hotel Roose- 
velt. 

17-18—Retail Jewelers Association 
of Missouri, Inc., annual convention, 
Governor Hotel, Jefferson City, Mo. 

18-21—-Denver Gift and Jewelry 
Show (fall), Hotel Albany. 

19—Michigan Horological Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

24-26—Michigan Jewelers Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

25-27—Phoenix Gift and Jewelry 
Show, Hotel Westward Ho. 

25-28—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


oct eo8 8 8 


7-9—Fashions in Jewelry, under 
the auspices of the Greater Detroit 
Jewelers Association, the Light Guard 
Armory, Detroit, Mich. 

9.-Massachusetts-Rhode Island Re- 
tail Jewelers Association annual con- 
vention, Somerset Hotel, Boston. 

9—Kentucky Retail Jewelers Asso- 
ciation annual meeting, Kentucky 
Hotel, Louisville, Ky. 

16—Kansas State Retail Jewelers 
Association Business and Sales Clinic, 
Broadview Hotel, Emporia, Kans. 

28-Nov. 4—18th semi-annual United 
Jewelry Show, Sheraton Biltmore Ho- 
tel, Providence, R. I. 





Wetzel elected to head 


Kansas jewelers group 


Eugene P. Wetzel of Wichita, 
Kans., a director of the Retail 
Jewelers of America, has been 
elected president of the Kansas 
State Retail Jewelers Association. 

Other officers chosen by the as- 
sociation July 10 were Bruce 
Brunk of McPherson, first vice 
president; Gilbert Kuhn of Russell, 
second vice president, and Charles 
Elliott of Manhattan, secretary- 
treasurer. 

Dr. F. E. Hartzler and Kermit 
Oaks will address the association’s 
Business and Sales Clinic at the 
Broadview Hotel in Emporia, Oct. 
16. 
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Manufacturers’ 


N ( W \ of Products --- Promotions 





Americans in Olympics at Rome 
will use Remington shavers 


Some 400 men and women athletes 
who represent the United States in 
the Olympic games at Rome this sum- 
mer will be using Remington electric 
shavers. 

The men will receive Remington’s 
new “Lectronic” shaver which has no 
cord or batteries. At night the user 
plugs it into a charging stand and by 
morning its energy is restored. 

Women athletes will be given Lady 
femington shavers. With each shaver 
goes a set of Remington accessories. 

Remington is planning a series of 
special promotions on the use of the 
shavers at the Olympics. 


Alsten markets three-position 
window or counter ring box 


Alsten Co. is marketing a plastic 
ring box that sits in three positions, 
according to the angle at which the 
ring is best displayed. 

The boxes, which hold one or two 
rings, are available in white or black 
plastic with gold-tooled decoration. 
Linings come in peacock, black, white, 
blue or coral velvet. 

They are also designed as give- 
away boxes for ring purchases. 

Contact The Alsten Co., 71 Jeffer- 
son Ave., Jersey City, N. J. 


Waterman creates "Master- 
piece” series of quality gift pens 


Waterman-Bic Pen Corp. has in- 
troduced a new series of luxury 
fountain pens for the quality gift 
market. Called “The Masterpiece” 
series, they will retail from $13.75 
to $30. 

Each of the lever-action pens has 
a 14K gold point and comes in gift 
packaging. They are being produced 
in both men’s and women’s models. 

Contact your wholesaler. 
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Oneida's new hollowware design 
slated for ‘Heirloom’ dealers 


Heirloom Sterling Division of One- 
ida Silversmiths has announced a new 
line of silverplated hollowware. First 
items offered in the collection are 
four sizes of decorator bowls and a 
pair of three-light candelabra. 

Distribution will be to franchised 
Heirloom Sterling dealers. 

The bowls have diameters of 3%, 
5le, 7% and 9% inches and retail 
for $3.50, $7.50, $12.50 and $15. The 
candelabra retail for $35 a pair or 
$17.50 each. 

Contact your wholesaler. 


Lipper & Mann catalogue shows 
2000 color photos of imports 


Lipper & Mann is offering a new 
catalogue with over 2000 color photo- 
graphs of imported products. 

Among the featured items are re- 
productions of fine china figurines 
and L&M’s own foreign-produced de- 
signs in several of their lines. 

Contact Lipper & Mann, 225 Fifth 
Ave., New York. 


J-B ‘Champion’ watchbands have 
mirrored motor-driven display 


Jacoby-Bender, Inc., has introduced 
a mirrored and motor-driven display 
for J-B “Champion” watchbands. 

A four-color velvet covered cone 
not only revolves—it scurries around 
a mirrored tray with no visible motor 
driving it. 

Four men’s and four women’s bands 
are mounted on the eight sides of the 
cone. Two more bands are held on a 


~, 


i 
j 
4 


= 
= 
: 
| 
= 


os, BE ee heed ema pe oe ta a> er ge 


WRN 
a 


<P 


ea 
S 5 
6 AE 
te 


— 


~ 


velvet-covered collar at the top of 
the cone. 

The tray is nine by nine inches. 

The assortment (MM28) includes, 
in addition to the eight bands held 
on the cone, two golden presentation 
trays of nine packaged watchbands 
each. It is $205.15 FTI. 

Contact your wholesaler. 





Towle offers Christmas, holiday and bridal display package 


ie 
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Towle Silversmiths have introduced 
a three-display package to help jew- 
elers in their bridal, Christmas and 
general holiday season sales. 

They are scheduled for shipment in 
the fall. 

The bridal display features lace 
and blue velvets; wheat stalks and 


fall colors are the keynotes to the 
holiday unit; and tinsel and ribbon 
are used on an _ ornament-shaped 
backing with the Christmas unit. 

Each display uses different pieces 
of Towle flatware. 

Contact Towle Silversmiths, 260 
Merrimac St., Newburyport, Mass. 
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Westclox television commercial 
wins two awards at festival 

A Westclox watch commercial won 
two awards at the first annual Amer- 
ican TV Commercial Festival in New 
York recently. 

The commercial was used on one 
of the “Special Tonight” programs. 
It won second place for excellence in 
videotape production and third place 
in its individual category. 

In the commercial, Cliff Norton 
and Eddie Holmes played roles of 
travelers in Grand Central Station 
and discussed the merits of a West- 
clox self-winding watch. Betsy 
Palmer delivered the Westclox sales 
message. 


Gomez dinner ring assortment 
doubles as mountings display 


Gomez Manufacturing Co. has in- 
troduced a series of six cocktail-din- 
ner rings which may be sold complete 
or for re-mounting the customer’s 
own diamonds. 

The rings are packaged in a wood- 
framed window or showcase display. 

This new series, and Gomez’s new 
engagement and wedding ring sets, 
will be shown this fall. 

Contact Gomez Manufacturing Co., 
657 Mission St., San Francisco. 


Schick, Inc., signs to sponsor 
hour dramatic series in fall 


Schick, Inc., will sponsor “The 
Witness,” David Susskind’s series of 
one-hour dramatic programs this fall. 
The show is scheduled for Thursday 
nights at 7:30 over the CBS-TV net- 
work. 

Schick will share sponsorship with 
a shoe polish manufacturer, and after 
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the initial program will present the 
program on alternate weeks. 

“The Witness” will dramatize fic- 
tional official investigations of people 
and events. First in the series is a 
committee inquiry of the hoodlum 
empire of the late Arnold Rothstein 
during the 1920’s. 


Fostoria Corp. markets acrylic 
lens magnifying jewelry viewer 


Fostoria Corp. has marketed a 
magnifying viewer (CS) with a six- 
by-six inch acrylic lens which the 
manufacturer says gives full three- 
dimensional perception. 

It has a spring-loaded arm for 
easy positioning. 

Overall size of the viewer is 12 by 
15 by 9 inches. 

The company also has introduced 
other models with built-in illumina- 
tion, but the basic model is designed 
for use with existing light. 

Contact Fostoria Corp., Dept. 34, 
Fostoria, O. 


Hadley introduces royal 
folder for 20 watchbands 


Hadley Corp. has marketed an as- 
sortment of 36 expansion watchbands 
which includes a free royal blue 
leatherette presentation book for 20 
bands. 

Each watchband in the assortment 
is also packaged in a plastic box 
matching the presentation book. 

The items retail for $3.95 to $8.95. 

Contact The Hadley Corp., 580 
Fifth Ave., New York. 


Sel-Rex re-prints ‘slide rule’ 
for figuring cost of plating 


Sel-Rex Corp. has re-printed its 
precious metals plating costs calcula- 
tor. The company offers one free to 
anyone who specifies in his request 
how he plans to use it. 


The calculator permits quick de- 
termination of the costs for plating 
precious metals, based on the area 
of the object plated and the thick- 
ness of the metals deposited. 

In addition to costs, the “slide 
rule” also tells at a glance: cathode 
efficiency data; milligrams per square 
inch and grams per square foot of 
specified precious metals for .0001- 
inch deposits; and recommended cur- 
rent densities. 

Contact Sel-Rex Corp., Nutley, 
N. J. 


Ingersoll offers watch display 
with Disney character figurines 


Ingersoll has introduced a display 
of children’s watches which include 
figurines of famous Walt Disney 
characters. 

Mickey Mouse, Snow White, Cinder- 
ella, Alice in Wonderland and Donald 
Duck watches are offered with fig- 
urines, while a Zorro watch is 
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mounted on a black hat and a Hopa- 
long Cassidy model rides in a saddle. 
The children’s Ingersolls are shock 
resistant, have washable _ straps, 
chrome bezels and _ stainless _ steel 
backs. They retail at $6.95 each. 
The figurines and brass display unit 
are free with the assortment (74). 
Contact The United States Time 
Corp., 375 Park Ave., New York. 


Narda's new ultrasonic cleaner 
is said to be self-adjusting 


Narda Ultrasonics Corp. has mar- 
keted an ultrasonic cleaning system 
which the manufacturer claims is 
self-adjusting. 

The new unit, called the “Son 
Blaster Automatic,” is now available 
in a five-gallon size. 

The only operating control is an 
off-on switch. The unit adjusts itself 
during operation to compensate for 
variations of liquid level, operating 
temperature and changes in the work 
load, Narda says. 

Contact The Narda Ultrasonics 
Corp., 625 Main St., Westbury, L. L., 
N. Y. 





Bulova will perch some weird-looking birds on jewelry counters 


Strange birds (including the short- 
sighted screech owl, the red faced al- 
batross and the flustered finch) will 
soon roost on sales counters where 
Bulova watches are sold. 

Bulova, which is trying to give the 
bird to bargain hunters, started a 
point-of-purchase campaign this 
spring to tell buyers the benefits of 
buying jeweled watches. The birds 
made their debuts earlier in _ the 
spring in high school publications. 

Counter cards depicting our feath- 
ered friends’ unhappy experiences 
with non-jeweled watches are soon 


slated to go into some 18,000 jewelry 
stores across the country. 

The campaign carries a bird story 
with each of the cards. Big Talking 
Baldpate and his son figured in this 
pathetic scene: B. T. tells all of his 
friends what a great buy he got in 
a non-jeweled watch. But B. T., Jr., 
chirps up with, “Why are you always 
buying new watches, Pop?” With 
that, the kid gets sent to bed without 
his birdseed. 

McCann-Erickson, Bulova’s adver- 
tising agency, designed the promo- 
tion. 








Admark's scarab-clad ‘Egyptian’ 
will again appear at RJA show 


Admark brings its scarab-laden 
“Egyptian” model—one of the jew- 
elry industry’s best known displays— 
to the Retail Jewelers of America 
annual New York show Aug. 14-18. 

The exotic-looking young woman 
will introduce a new line of Admark 


scarab jewelry. She also has a gift 
for the Admark customers she meets 
at the RJA show. 

Searab jewelry catalogue is avail- 


able from Admark, 714 Sansom St.. 


Philadelphia. 


Circle pins by Griffith have 
embossed, Florentine finishes 


R. L. Griffith Co. has marketed a 
collection of 12 small circle pins in 
sterling silver or gold-filled for for- 
mal or informal wear. 

The embossed and_ Florentine- 
finished pins are displayed on Grif- 
fith’s new velvet-faced counter dis- 
play. 

Pins are $2 


7 


Keystone in sterling 
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or $30 Keystone in gold-filled. Larger 
pins are $32.40 Keystone in silver or 
$36 Keystone in gold-filled. 

Contact R. L. Griffith Co., division 
of Irons & Russell Co., Providence, 
R. I. 


Add Sales gives merchandising 
ideas in equipment catalogue 


Ideas for remodeling or buying a 
single piece of needed merchandising 
equipment are given in Add Sales’ 
new 50-page catalogue. 

The booklet features do-it-yourself 
standards and brackets for making 
self-service islands from three feet 
long to the entire length of a show 
room. The company has also added 
a new line of perforated hardboard 
and diamond shaped metal shelving. 

Contact Add Sales Co., 902 York 
St., Manitowoc, Wis. 


Toshiba has new shortwave 
radio for American market 


Transistor World Corp., national 
sales representatives for Toshiba, has 
announced introduction in the United 
States of a new tube-type shortwave- 
AM table model radio. 

The Japanese-made radio (5LR-287) 


has a 6 to 16 megacycle shortwave 
band and a standard AM receiver. 

It has two antennae—an external 
telescoping whip-type for shortwave 
reception and a built-in ferrite core 
design for AM reception. It also has 
an earphone jack, phonograph input, 
and a four-inch speaker. $34.95 retail. 

Contact your wholesaler. 


Remington revamps marketing 
policy for second half of 1960 


Remington Rand Electric Shaver 
division has revised its marketing 
policy for the second half of 1960 in 
an effort to “overcome problems that 
presently plague the appliance in- 
dustry in general.” fis 

Among the revisions announced In 
a recent letter to distributors from 
Remington Vice-President and Gen- 
eral Manager Henry C. Landsiedel, 
are: streamlining of distribution, a 
review of pricing, the elimination of 
“deals,” plugging loopholes in co-op 
advertising contracts, and a continu- 
ance of the company’s ban on dump- 
ing obsolete models on the market. 

temington is also reducing the 
price on the company’s most popular 
men’s shaver models and setting up 
a retailer co-operative advertising 
allowance based on purchases. 

Besides the company’s 
sponsorship of “Gunsmoke” and “Se- 
cret Storm” on television, it is sup- 
plementing its local newspaper ad- 
vertising this fall with a schedule of 
full-page ads in several large con- 
sumer magazines. 


regular 


F. O. Merz features men's gift 
items in English saddle leather 


Personal gift items for men—all in 
imported English saddle leather—are 
being sold in this country by F. O. 
Merz & Co. 

The items shown here include a 
clothes brush-shoe horn combination, 
a long-handle clothes brush, a flask, 
and a set of four miniature leather- 
bound foreign language dictionaries 
for the far-traveling man. 

Other items in this line include 


shoeshine kits, stud boxes and mani- 
cure sets. 

Contact F. O. Merz & Co., 104 N. 
63rd St., Philadelphia, for sample as- 
sortments and illustrated folders. 
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Speidel ‘Emblematic’ fraternal 
watchbands have new display 


Speidel is offering a new shield 
motif display unit with its “Emblem- 
atic’ watchband assortment. 

The bands may be _ personalized 
with the buyer’s initials, four differ- 
ent Masonic emblems, or Knights of 
Columbus or Shrine emblems. 

Each of the emblems attaches to 
the band in a few seconds. 

The display (EB/6) has four yel- 
low and two white bands. $70, Key- 
stone. 

Contact your wholesaler. 


Kaspar & Esh introduce compact 
assortment of fancy diamonds 

Kaspar & Esh is offering a com- 
pact display of four diamond shapes 
“so the jeweler can go into the busi- 
ness of fancy cuts without the cost 
involved in heavy inventory.” 

The display unit consists of round, 
marquise, oval and _ emerald-cut 
stones, most of which are in Tiffany 
settings. 

The collection allows the jeweler to 
present four basic fancy cuts to the 
customer, without having to stock a 


large inventory of them. The eight 
rings retail from $125 to $750 each. 

The display, lined with velvet and 
giving the names and prices of each 
of the rings, folds into a compact 
box for storage. 

Contact Kaspar & Esh, 126 W. 46th 
St., New York. 
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Minneapolis window display tops 
field in Reed & Barton contest 


August Anderson of the J. B. Hud- 
son Co., Minneapolis, Minn. won the 
$500 grand award for his window dis- 
play featuring Reed and Barton’s 
“The Lark” and “The Star” silver 
patterns this spring. 

Contest rules required local jewel- 
ers to devote an entire window for 
two weeks to the two contemporary 
silver patterns. 

Two weeks’ salary was the second 
place award won by Jack Kines of 
Taylor Brothers, Corpus Christi, Tex. 

Third prize—two weeks of dining 
out—was awarded to Orville Liston 
of Mermod, Jaccard & King of St. 
Louis. 


In addition to the three grand 
prizes, Reed and Barton also awarded 
12 group prizes and 40 honoralle 
mentions. 


Lang-Worth produces year-round 
radio copy for jewelry stores 


Lang-Worth Service has produced 
a year-round radio advertising cam- 
paign for use by local jewelry stores. 

Besides being keyed to the basic 
holidays, the musical jingles also are 
designed to help establish store iden- 
tity by accenting fashion, style and 
reliability. 

The promotion is available through 
radio stations who use the Lang- 
Worth Service. 
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Foster Metal's watch band tray 
is offered with 12-band order 


Foster Metal Products is offering a 
12-band display tray (M-L-12) for 
men’s and women’s watchbands with 
each 12-band order. 

The counter tray is said by the 
manufacturer to be pilfer-proof. 

Contact your wholesaler. 





Gulton promotes two ‘Life Lite’ 
rechargeable flashlight offers 


Gulton Industries, Inc., has two 
pre-Labor Day package offers for re- 
tailers of their “Life Lite” recharge- 
able flashlights. 

In the “Galaxy” flashlight package 
(JDM-22), five gray and one pink 
model are offered with a free “Auto 
Charge Adapter” (CH-2). Total re- 
tail value is $38.70. A four-item dis- 
play card is included. 

In the package of five larger “Su- 
per ‘200’ Life Lite” models (JDS-32), 
a window display and charging 
adapter are also included. $52.75 total 
retail. 

Contact Gulton 
Metuchen, N. J. 


Industries, Inc., 





Ship Your Old Gold and 
Precious Metal Scrap 


MM 


ANY 
SIZE 


Our refinery is equipped, staffed, 


and qualified (over 90 years) to recover 


every grain of gold, silver, platinum, 


etc.. from your accumulations .. . accu- 


rately and economically. Old jewelry, 


optical scrap, sweeps, polishings, sink 


settlings, filings . 


. you ship it in any 


form and amy quantity. Our service as- 


sures prompt, dependable returns and 


checks that satisfy. 


Bw. 


¢ DIVISION OF NATIONAL LEAD CO. 


111 North Wabash Avenue .- 


Chicago 2, Illinois 
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Forstner promotes 40th year 
with motorized display unit 


Forstner, Inc., celebrates its 40th 
anniversary this fall with a motor- 
ized display unit which can quickly 
be changed from fall to Christmas 
motifs. 

The unit carries a cross-section of 
the Forstner jewelry line. 

The unit is free and includes free 
gift boxes. 

Contact Forstner, Inc., Irvington, 
N. J. 


Six new distributors named for 
"Racine Royale’ line of watches 


Jules Racine Co. has announced 
the appointment of six more distrib- 
utors for its “Racine Royale” watches. 

They are J. Alberts Sons, Inc., 
Boston; A. C. Becken Co., Chicago; 
B-H-K Co., Inc., Milwaukee; William 
R. Katz, Dallas; E. W. Reynolds Co., 
Phoenix; and Jos. B. Bechtel & Co., 
Inc., Philadelphia. 

For further information concern 
ing the “Racine Royale” line, contact 
Jules Racine & Co., Inc., 20 W. 47th 
St., New York. 


Jewelers’ Consultants publishes 
newspaper for teenage market 


A newspaper that teenagers will 
choose their own name for has been 
designed by Jewelers’ Consultants, 
Inc. The local jeweler will be able 
to distribute it in his hometown. 

At present the name of the paper 
is a question mark—but the local 
jeweler’s name appears at the top of 
page l. 

It will be published six times a 
year and sent to the jeweler for dis- 
tribution by mail. 

All stories in the paper are aimed 
at the teens and each has a jewelry 
message. A contest or reader-par- 
ticipation angle, which requires a 
visit to the jewelry store, appears in 
each issue. 

Advertising from nationally-known 
firms is based on lines the jeweler 
earries. And only one jeweler will 
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send the paper to students in any 
high school. 

Cost for 500 papers bi-monthly for 
a year is $210. 

Contact Jewelers’ Consultants, 
Inc., 4513 Park Heights Ave., Bal- 
timore. 


Elgin produces fold-up case 
to hold complete crown stock 


er 


Elgin National Watch Co. says it 
has found a solution to the problem 
of watch crowns that seem to hide 
when the watchmaker is ready to use 
them. 

It is a complete assortment of 
crowns, with each model held in in- 
dividua) flat plastic containers. The 
containers, in turn, are firmly at- 
tached to a fold-up, leather-like case 
which lies flat when in use. 

The 18 plastic containers are each 
one-inch square. Thirteen of them 
are permanently labeled for the most 
popular crown models. Five others 
may be used for crowns needed less 
frequently. 

The folded unit measures a little 
over three inches square. 

Contact your Elgin wholesaler. 


K&B readies new message for its 
‘AK-Shun’ diamond display users 


Karlan & Bleicher, Inc., has pro- 
duced a new display message for 
users of its “‘Ak-Shun” diamond dis- 
plays. 

The anit, a K & B 
changes displays in two seconds. The 
new message’s first phase is “Buy 
Diamonds by Weight.” Phase II 
shows three bridal sets of one-fourth, 
one-half and one carat. 

The introduction of a new message 
is in line with K&B’s campaign to 
promote total-weight diamond rings. 

Contact your wholesaler. 


exclusive, 


Promotion in big magazines is 
scheduled by Mido Watch Co. 


Mido Watch Co. is launching its 
fall promotion with nine full-page 
ads in three of the country’s largest 
consumer magazines. 

The 60-day promotion begins in 
October with ads in regional editions 
of Life, The Saturday Evening Post 
and Reader’s Digest. 

The company is offering to its 
jewelers selling aids ranging from 
counter cards to TV films. Mido has 
also revised its mat service so jewel- 
ers can tie in with the national ad- 
vertising. 

For promotional materials contact 
Mido Watch Co. of America, Inc., F80 
Fifth Ave., New York. 
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Kingsley offers free imprinting 
guide for Christmas card sales 


Kingsley Machine Co. is offering a 
“Free Guide for Christmas Imprint- 
ing” for use in conjunction with 
Christmas card sales. 

The guide is designed to help the 
jeweler determine whether he has a 
market for imprinted gift and card 
items. Kingsley claims use of its 
machine allows the store to person- 
alize gift items while the customer 
“looks around” while waiting for his 
order. 

The Kingsley imprinter personal- 
izes the items individually with a 
hand-and-motor operated machine. 

For the free guide contact Kings- 


ley Machine Co., Hollywood 38, Calif. 


Gemex offers fold-out display 
with 96-strap back-up stock 


Savings in space, convenience of 
replacement, and impressive display 
were the factors which inspired Gem- 
ex’s new leather watchband assort- 
ment (A-884). 

The bands are displayed on a 48- 
strap fold-out card. It contains both 
men’s and women’s two-piece leather 
watchbands. 

Straps chosen by customers are 
taken from a duplicate stock of 
straps—twice as large as held on the 
display card. The back-up stock 
is all packed in carry-away boxes. 

The assortment of folder and 
back-up stock is $220.80 Keystone. 

Contact your wholesaler. 
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Figure 1. Front and move- 
ment side of Fontomatic 
Calibre 65, showing oscil- 
lating weight without any 
pivotal attachment to the 
movement. 




















Figure 2. Roller bearing 
with weight and _ internal- 
toothed winding gear dis- 
assembied. 
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THE FONTOMATIC 
FHF CALIBRE 69 


New French self-winding watch has 


unique rotor system of attachment 


® The quest for a more efficient 
mechanical medium for self- 
winding watches continues with 
the advent into this field by 
Fabrique de Horologerie de Fon- 
tainemelon, S. A., important 
makers of ebauches. 

Their first self-winding model 
has a rotor system of attach- 
ment quite different from all 
others in that the oscillating 
weight does not swing from a 
pivot. Rather, the oscillating 
weight turns and winds in 


either direction, resting on and 
turning with a ring of balls situ- 
ated in a race on its circumfer- 
ence. 

The large diameter ring-race 
of balls is attached to the main 
plate and its free-running bear- 
ings support the oscillating 
weight. Winding is done by an 
internal toothed gear attached 
to the underside of the weight. 
This engages a reversing pinion 
mounted on a pivoted arm, en- 
gaging one winding-up wheel 
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JEWELERS 


By HENRY B. FRIED 
JC-K Horological Consultant 


while the rotor turns in one di- 
rection, and then swinging over 
to engage a reversing wheel 
when the rotor turns in the 
other direction. The race is 
capable of holding up to 72 
balls, each of which measures 
50 mm. (about 1/50th of an 
inch). 

Figure 1 is an actual size 
photo of dial side and the move- 
ment with the rotor free from 
any pivotal anchorage to the 
center of the watch. Figure 2 
shows an exploded view of the 
oscillating weight-race assembly 
while figure 3 shows the units 
assembled but apart from the 
main movement. To understand 
the unit better, first study Fig- 
ure 2 which contains all the 
parts of Figure 3. Examining 
the exploded view from the bot- 
tom upwards, “A” is the sta- 
tionary race body attached to 
the movement by a screw fitting 
through each of the three 
flanges, “B.” In this illustra- 
tion, part of “A” has been cut 
to show the sectional view of 
this piece. Notice the V-groove 
along its edge. This serves to 
contain the little balls which 
rest in this groove; it also acts 
as part of the bearing surface 
for the balls. Fitting into 
“A” is the walled plated “C.” 
Notice the bevel along its outer 
edge. On this bevel the balls 
rest to make up another bearing 
surface for them. There are 
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six threaded holes in this plate 
to which all of the moving parts 
of the weight are attached and 
secured. Like all the remaining 
parts pictured above it, this 
walled plate turns with the race. 
Above this walled, bevelled 
plate “C” is a very thin but 
‘springy steel separator “D” 
which rests on the plate “C.”’ 
The various steel balls, “E,’’ fit 
into the partitions of the sepa- 
rator. Actually, there are 72 
partitions capable of holding 72 
balls. However, in practice be- 
tween six and nine balls seem to 
provide a quieter and smoother 
action. When the walled plate 
“C” is fitted to the race body 
“A” and the separator ring is 
in place, the balls are placed at 
equal distances from each other. 
The separator prongs rest on 
the plate “C” at a height that 
causes them to make contact 
with the balls across their equa- 
tors or at correct tangents. 
Following this, the cover plate 
“F,” also bevelled on its lower 


outer edge, is placed in position 
atop all of the foregoing, and 
three of the six screws “‘G” are 
placed through their holes and 
secured into the threaded holes 


in the walled plate “C.” Next, 


the internal toothed gear ‘“H”’ 
is fastened to the oscillating 
weight “J” through the bottom 
by three screws “K.” Then, the 
assembled ring gear “H” and 
the oscillating weight “J” are 
fastened into the moving section 
by securing them to the plate 
“C” by the three screws “L.”’ 

The assembled unit (Figure 
3) may now be tested for ease 
of swing by holding the station- 
ary race body “A”’ in the fingers 
and rocking the remaining sec- 
tion. 


The Assembled Race 


Figure 4 shows a cross-sec- 
tion of the assembled race as it 
appears attached to the move- 
ment, “M.” All the initials are 
identical with the same corre- 
sponding parts in all other fig- 
ures. For example, “A” is the 
stationary race body which is 
fastened to the movement “M”’ 
and thus does not move. The 
walled, bevel plate “C” has its 
bevelled edge resting on one of 
the balls, “E.” A cross-section 
of the thin separator “D” is 
shown having one of its prongs 
astride the ball. The separator 
“D” rests on a shoulder of the 
bevelled cover plate “F.” The 


oscillating weight “J” is attach- 
ed to the race by having the 
screw “L” fit through holes in 
the weight and the bevelled 
cover plate “F” and threaded 
into the walled plate “C.”’ 

In this figure the movement 
is shown purposely in the dial 
up position and thus the oscil- 
lating weight and its race ring 
unit are entirely free from the 
movement except by contact 
with the ball “E.” The entire 
weight of the oscillating weight 
rests on the steel ball by having 
the bevel of the walled bevel 
plate “C” rest on the surface of 
the ball “E.” Notice the spaces 
between the bottom and side of 
“C” adjacent to the fixed race 
body “A.” 


How It Winds 


The winding sequence is 
shown in the schematic view, 
Figure 5. Again, “A” is the 
race body fixed to the movement 
by the flange and screws, two of 
which are shown in this figure. 
“BE” is one of the balls shown 
partially through the space be- 
tween “A” and the cover plate 
“F.” The prongs of the separa- 
tor “D” are shown containing 
the rolling area of each ball. As 





Figure 4. Cross-section of assembled 


rotor unit. Operation explained by text. 


Oe — 


Puy — 
ESSE 


Figure 5. Schematic view of winding sequence. 
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shown in this drawing, not 
every space contains a ball al- 
though it is capable of doing so. 

In this illustration, the oscil- 
lating weight “J” is swinging 
counter clockwise. The internal 
toothed gear ring, “H,” attached 
to the swinging weight is al- 
ways in engagement with the 
reversing pinion “P” which is 
free to turn on the swinging, 
pivoted arm “Q.” #£=As_ the 
weight swings in the counter- 
clockwise direction, the internal 
toothed gear ring will carry the 
reversing pinion “P” in the 
same direction and cause it to 
engage the reversing wheel “R.” 
This will turn in a clockwise di- 
rection, causing the first reduc- 
tion gear “S,” to turn counter- 
clockwise. Its pinion, engaged 
with the second or intermediate 
reduction gear “T,” will cause 
this to travel in a clockwise di- 
rection, and its pinion engaged 
with the ratchet to turn in the 
mainspring winding direction 
(clockwise). As each move- 
ment of the oscillating weight 
turns, the pivoted stop clock 
“W” will retain each division 
of winding action. However, 
the ratchet itself has its own 
regular click “‘N.” 

If the oscillating weight 
should swing in the clockwise 
direction, the internal gear 
toothed wheel “H” would then 
carry the reversing pinion “P” 
into engagement with the first 
reduction gear “S,” (shown by 
the position of the dotted lines 
and pinion), causing that wheel 
to turn in the counter clockwise 
direction, and in effect the re- 
versing wheel “R” will become 
an idler, serving only as a wheel 
against which the stop-click 
“W” can arrest any backward 
action of the automatic train of 
gears. Since the first reduction 
gear turns in the same direction 
it did when the oscillating 
weight swung in the counter- 
clockwise direction, it follows 
that the following wheels will 
also turn correctly so that the 
mainspring is wound up regard- 
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less of which direction 
weight should turn. 


Because of the lever relation- | 


ship between the center of the 
movement and the oscillation, 


the | 


| 


| 


the internal gear teeth and the | 


oscillating weight mass, 
is a mechanical advantage in 
the lever-relationship between 
the internal toothed gear “H” 
and the reversing pinion “P” 
mounted on the long swinging 
arm “W.” The engagement 


with either “S” or “R” by this | 


pinion is quite good. 


there | 





None of the automatic wind- | 
ing wheels contains a clutch | 


pinion. 
manually wound if desired. Al- 
though the watch contains a 
sweep second hand, the height 
over-all is only 4.50 mm. The 
diameter of the movement is 30 
mm.; the balance is the modern 
screwless variety and gauges 11 
mm. The regulator is tail-less 
and comes in two pieces, one 
over the other which permits 
the racquet holding the stud to 
be shifted, allowing the watch 


to be put into beat easily with- | 


The watch may be} 





out removing the balance and | 
shifting the hair-spring collet. | 


The barrel contains a main- 


spring 320 mm. long, 1.10 wide | 


and .115 mm. thick. This is 
connected to a slip spring to 
prevent overwinding. The slip 
spring is 30 mm. long, .18 mm. 
thick and 1.05 mm. wide. S&B 





@ Open-type motors 
@ Closed-type motors 
@ Using a voltmeter 
@ Cleaning and oiling 
motors 


These are only 
electric clock repair that Henry B. 





a few phases of | 


Fried, JC-K’s horological consul- | 


tant, covers in a coming issue. 


Be sure your watchmaker reads 
“Servicing Electric Clocks.” You 
can add revenue by repairing both 
cord and battery electric clocks. 
They’re at the height of home 
decorating fashion right now— 
and your customers will want this 
service. 
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BOWMAN 
TECHNICAL SCHOOL 


Courses in 
Watchmaking and repairing 


You can enter anytime 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.!.A. and state examina- 
tions and are in great demand. 


Send for free Catalogue 
**Your Futere & Our Scheol’’ Bowmen Bidg., Lancaster, Pa. 


Crystal Clear 

GLASS DISPLAY DOMES 
Individually Packaged for Safe and Easy Handling. 
For Covering: Figurines, Clocks, Objets D’ Art, 
Wedding Cake Ornaments. Supplied with Walnut, 

Mahogany or Black Wood Finished Bases. 
Partial l.ist of Sizes 
4 7” $2.7 





**Protecte’’ 
Watch Dome with hook 
& base, 3 x 4%” -—-1 

5 pes. $2.75 ea 
. $14.00, 1 doz. 


All Prices Net Wholesale ar Chicago 
‘rite for complete list of sizes. 
Crystal Glass Tube & Cylinder Company 
7317 South Chicago Ave., "Chicago 19, WH. 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


SPURTING SECONDS—I have a 
sweep-second watch where the 
second hand does not progress 
smoothly, but rather in spurts. 
Is there anything that I can do 
to correct this fault ?—Barclay 
Jewelers. New York. 


Answer: Your watch is prob- 
ably the type of indirect sweep 
second hand which is driven 
from a double third wheel and 
a separate sweep-second pinion 
going through the hollow center 
wheel. In such a case, the back- 
lash or “play” between the 
leaves of the sweep pinion al- 
lows the second hand to lag be- 
hind in one vertical position and 
jump ahead when the poise of 
the second hand causes it to 
“flop” over after it has reached 
the top of its vertical swing 
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around the dial. In practically 
all such watches there is a drag 
or tension spring which is 
caused to rub against the under- 
side of the pinion or on top of 
it, or against the shaft of this 
pinion. This spring always 
causes the pinion to drag so that 
it is constantly being pushed by 
the teeth of the upper third 
wheel. Even should the hand 
reach the zenith of its swing, 
the drag-spring’s pressure will 
prevent it from “flopping”’ 
ahead. Therefore, in your case, 
most likely, you have omitted 
this spring, or the pressure 
against this by the existing 
spring is insufficient to do this 
job. I suggest that you obtain 
the genuine spring for this or 
increase the tension of the one 
that’s there. Make certain that 
you do not supply too much ten- 
sion, as this will slow the mo- 
tion of the balance or even stop 
the watch. 


* * * 


OLD-TIMERS—At one of our guild 
meetings, I overheard two of the 


old-timers discussing a ‘“‘Con- 


grief’ clock. What is this?— 
J. D. C., Washington, D. C. 


Answer: A “Congreve” clock 
is one of the most fascinating 
timepieces to watch. The “es- 
capement” is really a rolling 
steel ball made of very heavy 
metal (in some examples, it is 
platinum). This ball rolls along 
the tracks of an inclined plat- 
form until the ball comes to the 
end of the track. The track is a 
zig-zag affair, allowing a longer 
run to the rolling ball. As this 
ball reaches the end of the last 
track, it hits a projecting pin 
emerging from underneath the 
track. This releases the power 
to tilt the track platform in the 
opposite direction like a_ see- 
saw, and the ball now rolls back 
from whence it came. The plat- 
form is pivoted along its center 
and a lever does the tilting. Not 
too many are to be seen, the best 
example is now at the Ford 
Museum in Greenfield Village in 
Dearborn, Mich. 


CHIMING WATCHES—What books 
do you recommend for the study 
of the repair of repeating or 
chiming ringing watches? — A. 
Quesada, Tucson, Ariz. 

Answer: DeCarle’s Compli- 
cated Watches and Their Repair 
is the finest on this subject. It 
is obtainable from the book de- 
partment of this publication. 

* ~ ok 

‘RUN TO THE BANK’—In studying 
a book on escapement work, I 
came across the term, “run to 
the bank.” While this term lends 
itself to humorous punning, I 
cannot see any explanation of 
this in the book, although the 
term is used frequently. What 
does it mean?—Carl Schwartz, 
Pasadena, Calif. 


Answer: You must have a 
pretty old book on escapement 
practice, as this term is used 
only in older books or in literal 
translations from French or 
German texts. It is a poor term 
for “slide,’’ which means the ac- 
tion or movement of the pallet 
fork after initial or drop lock. 
To describe this further: When 
an escape tooth is unlocked and 
it crosses the face of a pallet 
jewel, it will then drop off that 
pallet jewel and another tooth 
will then contact the other pal- 
let jewel’s locking surface. How- 
ever, the movement of the pallet 
fork or the escape wheel does 
not stop there; the pallet fork 
has not yet touched the banking 
pin. Due to the incidence of the 
angle presented to the front side 
of the escape tooth and the angle 
of the locking side of the pallet 
jewel, the force of the escape 
wheel against this side of the 
pallet jewel is much the same as 
the wind hitting the sail of a 
boat going against the wind. 
This will cause the pallet jewel 
to be drawn toward the escape 
wheel center. This is called 
“draw.” This drawing of the 
pallet fork deeper into the escape 
wheel also causes the pallet fork 
to move against the banking pin. 
Therefore, the action in which 
the pallet fork continues to move 
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GERMAN MADE 


Hand made of finest polished steel, 
each plier is perfectly tempered for 
long, faithful performance. Single joint 
aligns perfectly, is bind proof—works 


smoother. 
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even after the escape tooth has 
contacted the locking surface of 


_ the pallet jewel is called slide. 


It is caused by the draw angle. 
The amount is governed by the 
position of the banking pins. 
Thus returning to your original 
question, “run” means “slide.” 
“To the bank’? means “to the 
banking pins.” Banking pins 
contain the movement of the pal- 
let fork. The word bank also 
means to contain, or to limit, a 
sideways motion. 
* ck * 

BACK THEY COME—What is the 
best method of burnishing the 
fork horns of the pallet? After 
I had cleaned and assembled 
several new watches (the free- 
dom of the balance and pallet 
fork were good), they were back 
for repairs with poor motion in 
a couple of months. I found that 


_ burnishing the fork horns with 
_ tweezers does the job. 
'any explanation for this? 
- Should I burnish all pallet fork 
— | horns as 


Is there 


I get them in for 
cleaning? If so, what is the 
best method ?—E. J. Weir, Holy- 
oke, Mass. 

Answer: The best method of 
burnishing the fork horns is to 
make a lap of steel, about three 
millimeters thick near the chuck 
end and tapered down almost to 
a point. If hardened and pol- 
ished it will burnish all size 
forks. The pallet is held in a 
pallet holder. This tool is simi- 
lar to a balance screw pinvise, 
but it has pronged jaws to 
straddle the pallet over the 
arbor. The fork is presented to 
the tapered lap at an angle 
which will allow the truncation 
of the taper to form an ellipse 
of the exact curvature of the 
fork horns. It also provides a 
bevel to the horns for better 
friction - proofing. Actually, if 
you have to resort to this opera- 
tion, it reveals that something 
is wrong with the escapement 
and its adjustment. It would be 
well to apply certain escape- 
ment-checking tests to observe 
whether the fork is so long that 


the roller jewel must push its 
way in and out of the fork slot 
—rubbing on the fork horns as 
it goes. This rubbing of the 
roller jewel on the curvature of 
the fork horns could take place 
on one side only. In this case, 
the fork would either be bent or 
out-of-angle. Also, a too-large 
roller table, or a roller jewel 
tilted forward, could do the 
same thing. Another thing 
which might cause the same dif- 
ficulty, but with a correct es- 
capement, is the use of poor oil 
in oiling the pallet jewels. If 
the oil you use is poor and be- 
comes rancid—or the cleansing 
fluids you use are not compati- 
ble with your oils (causing them 
to saponify) —the oil becomes 
gooey. This will cause a loss of 
the draw quality built into the 
watch at the factory. This is 
the angle between the pallet 
jewel’s locking surface and the 
escape tooth’s front surface. The 
angle forces the fork against the 
banking pin and keeps the fork 
away from the entering and ex- 
iting roller jewel. If the oil is 
sticky, the draw angle will be 
too weak against this mess, and 
the roller jewel will not have 
clearance. Test for all of these. 
Burnishing and grinding of fork 
horns are illustrated on pages 
137 and 138 of this writer’s new 
book on the watch escapement; 
and you will also find the fol- 
lowing escapement tests: fork 
slot corner test, angular test, op- 
posite corner test, fork length 
test, draw angle test, bent fork 
test, and fork horn tests. 
at x ce 

THOUGHT NOTHING OF IT—Who 
invented the lever escapement 
as we know it today?—J. Ber- 
lino, Kew City, IIl. 

Answer: Thomas Mudge 
(1715-1794), an English watch- 
maker, invented the lever es- 
capement in 1757. He was cele- 
brated for many objects d’horol- 
ogy, but he thought little of this 
particular invention. Today his 
famous lever watch is in Wind- 
sor castle. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1960 





ENGRAVER; over 30 years’ experience ; 
desires connection with fine retail store, 
South or Southwest; family man, strictly 
sober; address, ow, 6031," care of 
JC-K. 


RATES AND REGULATIONS New rates start with March 1960 Issee SUPERIOR DIAMOND SALESMAN 
avail: ; reputable store Westside 


. . available: 
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extra to cover postage must be enclosed. A box number when used in ad counts DIAMOND MAN, 35; thorough knowledge 
Pek as five words, that 18, Address # 13, and e x perience in polished, rough & 
¢ No Agency Commission. care of J C-K.” manufacturing diamonds; seeks. re- 
sponsible position with established firm ; 
xcellent references; address, “579,” 

care of Jewelers’ care of IC_K 
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travel by car equipped Bahaco alarm fine store: importer experience: ‘take 6039.” care of JC-K 
address, ‘‘602,"" care of JC-K charge repairs; estimating, sales; New a - a 
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WATCHMAKER, engraver, jeweler, clock- 
maker: 25 years’ experience; Bowman 
graduate ; knowledge and experience in 
fine store; complicated and restoration 
specialty; can estimate accurately to 
make repair department profitable; 12 
years self employed ; finest references ; 
address, “S, 5960,” care of JC 





years’ experience ; 

can do chronographs, 
automatics, enlendars. etc. married 
and one child; 47 years old : can fur- 
nish reference as to ability and char- 
acter: address, DICK MARLIN, 3024 
Somerset Pl, Oklahoma City 16, Okla., 
phone VI 3-6477. 


WATCHMAKER, 27 
certified H. I. A.; 





CERTIFIED MASTER WATCHMAKER: 
jewelry repair, stone setting, engrav- 
ing: 27 years’ fine experience; com- 
petent, sober and dependable: steady 
worker, bondable; take complete charge 
of re ie gyn require good salary but 
expect to earn it: permanent only: 
your . panna d solicited; address, “M, 
6 9° ; care of -K 








TOP SALESMAN: tremendous following 
New York City among 200 watch im- 
porters, jewelry jobbers, material houses 
and exporters: 15 years’ experience; 
presently employed 10 years nationally 
known manufacturer watch  attach- 
ments: seeks new connection, exclusive 
hasis, not side line: average earnings 
$14,000: excellent reputation ; address, 
“K, 6005,” care of JC-K. 


MERCHANDISER, STORE SUPER- 
VISOR; 49; many years productive 
background; aggressive retail oper- 
ation, widely known nationally for 
successful syndicated mailer and 
other promotions; expert in organ- 
ization administration of co-opera- 
tive projects; all phases of retail 
operation, advertising. personnel 
handling, etc.; liquidating own busi- 
ness: desires position with forward 
thinking chain or group of stores: 


address, “R, 6048,” care of JC-K. 





Lines Wanted 








EXPERIENCED SALESMAN: New En- 
gland retailers desires established watch 
or manufacturers line : commission 
basis: address, “R, 5997.” care of JC-K 


SHORT LINE of high styled gold iewelry 
or cultured pearl & diamond line 
West Coast: address, “W, 6040,” 
of JC-K. 


MANUFACTURERS SALESMAN now 
calling on wholesalers and jobbers 
wants lines for Midwest territory: ad- 
dress, “Box 365.” care of JC-K. 360 
Michigan Ave., Chicago, I!linois. 





EXPERIENCED SALESMAN: retailers, 
department, speciality stores: Southern 
Ohio, Southern Indiana, Northern Ken- 
tucky : desires side line: address, “S, 
6047." care of JIC-K. 





SALESMAN looking for good line for 
the South: many years’ experience in 
diamonds and mounted goods: will han- 
dle any good line: can furnish fine ref- 
erences; address, “S, 6046." care of 
JC-K 





GOLD FILLED line preferred as com- 
panion line or side line; manufacturer's 
representative: Southern states: excel- 
lent following in best stores: must be 
established line; address, “W, 6008,” 
care of JC-K. 


oo -Ct~—C -—— _- —_——_— - —-—-—————- -—- —_-- 


TOP NOTCH MAN. seeking to make 
change for Fall 1960: 15 yvears selling 
to wholesale jewelers, premium cata- 
logue house: volume sales: firm with 
good sheet preferred: extensive and 
constant coverage in Phila., 52 It., 
Wash., D. C., Penna., and New Jersey: 

address, “R, 5950,” care of JC-K. 
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TOP QUALITY SALESMAN, skilled in 
sales, planning and development of 
territory; intelligent, able to make 
logical decisions quickly and can 
manage all salesman’s responsibili- 
ties in the field; have developed 
present territory (Northwest states) 
to volume that company wants to 
cut in half; must have main line for 
this area or side lines for Washing- 
ton, Oregon, Idaho and Montana; 
$20,000 plus per year but starting 
draw and commissions secondary to 
future potential; address, “B, 


6022,” care of JC- 


Side Lines 





SALESMAN WANTED for a fine line of 
charms, cuff links, tie tacks & studs for 
the Middlewest : — men only ; commis- 
sion ; address, ““B, 6 eare of JC-K. 


SALESMAN now ling” to jewelry at and 
department stores to carry a small side 
line of hand set costume jewelry : com- 
mission basis; address, “C, 6012,” care 
of JC-K. 

SALESMEN, 2: experienced: New En- 
gland, Texas, for mfgr. 14K charms, 
pins, earrings: commission; write full 
details; address, “F, 5989,” care of 
JC-K 

SALESMAN: established following among 
jobbers and chain stores to carry a 
popular priced gold ring line: state ex- 
perience, territory, references: drawing 
against commission ; address, “C., 5592,” 

care of JC-K. 


TOP NOTCH LINE of Giftware and ac- 
cessories from Israel: striking new 
range being added: some territories 
available; seeking aggressive, consistent 
salesmen with proven ability; address, 
“T, 6015,” care of JC-K. 

WATCH AND CLOCK SALESMEN with 
following among retail jewelers, wanted 
by importers of popular priced 17 jewel 
and 7 jewel Swiss watches and travel 
alarm boudoir clocks and _ transistor 
clocks: BANCOR WATCH, 10 W. 47th 
St.. New York, N. Y. 

SALESMEN with established territory 
calling on retail stores, manufacturer 
line ladies’ 14K stone rings, pear! rings, 
14K crosses, gent’s 10K stone rings: 
drawing against commission: excep- 
tional opportunity, references; address, 
“J, 5591,” care of JC-K. 


CULTURED PEARLS and jewelry : direct 
importer, also manufactures extensive 
line of cultured pearl jewelry: has open- 
ings Chicago, Midwest and far West 
territories; salesmen with following 
better retailers, department stores; ad- 
dress, “Ss, 6011, " care of JC-K. 


SALESMEN WANTED: territories open 
for a few men to carry side line of new 
pat. pend. gold on sterling popular price 
stone rings: small one tray line: 
mission basis: write DEE-JAY 
UFACTURING COMPANY, 627 
Ave., No., Minneapolis 3, Minn. 


SALESMEN for Midwest. uthwes 





Southwest, 
South, West Coast & Texas: fine line 
of sterling silver rings, $1.00-$29.00 re- 
tailers, all types and styles: only top 
notch men considered ;: commission basis 
only: include references and experience 
in first correspondence; address, “T, 
6025,” care of JC-K. 2 teem 

SALESMAN; to carry $1.00, $2.00 & 
$3.00 retailers compact line; jobber 
and retail set-up; specify first letter 
whether jobber or retail salesman; 
good commissions, no draws; 
please, live wires only! we want 
business not oa address, ““*R, 


6019,” care of JC-K 


MANUFACTURER of prong ‘set crys- 
tal and colored stone items and 
beaded goods, selling direct to re- 
tail, specialty and department stores, 
has several territories now open; 
line pays 15%; we are one of the 
top rated manufacturers; only ex- 
perienced men _ with following 
should apply; give full details in 
first letter; address, “L, 5911,” 
eare of JC-K 





SALESMAN WANTED FOR EAST 
COAST; West Coast’s leading cul- 
tured pearl house with line of fine 
cultured pearl jewelry and bead 
clasps wants aggressive salesman for 
expanding sales force; resident of 
area, with following among fine 
jewelry stores in large East Coast 
cities; replies with recent photo will 
be kept confidential; good income 
for right man; address, “W, 6023,” 
eare of JC-K. 


REPS. AND SALESMEN now covering 
established wholesalers and jobbers; 
all territories now open; brand new 
diamond and jewelry cleaning fluid kit; 
a $1.00 retail seller that will undoulhtedly 
enjoy consistent repeat sales in all 
jewelry, houseware, department & drug 
stores, etc., excellent, steady additional 
income on a commission basis assured 
for men with following: please give 
full details: T’ll contact you promptly: 
write, AL FANDELL, P. O. Bex 203, 
Teaneck, New Jersey. 





Help Wanted 





AGGRESSIVE SALESMAN to handle 
compact line of sterling and gold filled 
rings to retailers: commission lstenek 
address, “L, 6028,” care of JC-K 








SALESMEN to «a Manufacturer's dia- 
mond set rings; also 14K charms 
and bracelets; address, “R, 5945,” 
eare of JC-K. 


ESTABLISHED diamord importer re- 
quires services of aggressive young 
man; exceptional opportunity; ad- 


dress, “604, ” care of JC -K. 








DIAMOND CONCERN requires ser- 
vices of voung lady selecting dia- 
monds for mountings; address, 
"603," care of JC-K. 

WEST COAST SALESMAN with retail 
following to carry compact line of ster- 
ling gents sets: very competitively 
priced : commission basis: address, “J, 
6027." care of JC-K. 








WANTEI D, ere, jewelry repairman 
or combination repairman and watch- 
maker: steady job: Northwestern Ohio; 
state experience and salary in reply to 
“K, 6004,” care of JC-K. 





WATCHMAKER experienced: five day 
week: ideal working conditions in 
Northern Ohio City: permanent job; 
state age, experience, salary expected, 
in first letter: address, “R, 2165,” care 
of JC-K 





SALESMAN experienced for high class 
store located in New Jersey: must have 
all around knowledge of diamonds, 
jewelry, silverware, etc.: write when 
available and experience; address, “H, 
6000,” care of *-K. 





JEWELRY FOREMAN: exceptional op- 
portunity for man with thorough knowl- 
edge in all phases of school ring and 
emblem manufacturing: write fully: 
245 FOURTH AVENUE, PITTS- 
BURGH, PA. 





SALESMAN, ESTABLISHED: cover West 
& Southwest, Calif., Texas, etc., to rep- 
resent New York mfr. of top line ladies’ 
and men’s 14K jewelry: excellent op- 
portunity: draw against commission; 
address, “D, 6021,” care of JC-K. 





ONE OF THE largest importers of cul- 
tured pearls, having own office in Japan, 
always large stock on hand in New 
York, looking for good salesman all 
over the United States: write full de- 
tails to, “C, 5940,” care of JC- 





SALESMAN, aggressive, experienced man 
wanted for long established New York 
City store: must have strong retail 
credit store experience: liberal em- 
ployee benefits; address, “H, 6007,” 
care of JC-K. 
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WATCH SALESMAN to sell top line to 
over 100 established accounts in Wash- 
ington, Oregon, Idaho; must be young 
and aggressive: good income assured; 
commission basis; non-conflicting side- 
line acceptable; send resume to “W, 
6034,” care of JC-K. 





WATCH SALESMAN to sell top line; 
must be young and aggressive with es- 
tablished following in the better jewelry 
stores; commission basis: non-conflict- 
ing sideline acceptable; New England 
down to Washington, D. C.; send resume 

_ to “KE, 6030," care of JC-K. 

PERMANENT POSITION for quality 

clock repairman; must be thoroughly 

experienced, good references, clean ap- 
pearance, top earnings; largest shop 
in Southern California: enclose snap- 
shot, full detail: reply, C. S., 2957 Silva 
St.. Lakewood, Calif. 





SALESMAN with following among better 
jewelry department stores, to represent 
established manufacturer of 14K gold, 
pin, earclips, charm line, proven as to 
quality and price: New York and sur- 
rounding area: address, “R, 6002.” care 
of JC-K. 


SALESMAN ealling on retail jewelers; 
Ohio, Kentucky, Indiana, Michigan 
& Illinois; well known advertised 
line scarab jewelry, dise jewelry and 
identification bracelets: must have 
following; ADMARK, 714 Sansom 
St., Phila., Penna. 

MANAGER OPENINGS: large growing 
Eastern chain, outside of New York 
City, has openings for experience 
jewelry men as managers or assist- 
ant managers; good salary, pension 
plan and other benefits; addres 
*R, 5970,” care of JC-K. 

WATCHMAKE t capable of handling ac- 
tive credit stores watch repairing, plus 
ability to do stores sizing and diamond 
setting: top starting salary available: 
write qualifications with picture: in- 
formation confidential; CLOVER JEW- 
ELERS, 423 Fremont, Las Vegas, Ne- 
vada | 

OPENING IN NORTH CAROLINA for 
experienced man who understands credit 
jewelry business from A to Z: none 
other need apply; married man pre- 
ferred and must be capable of promot- 
ing, window dressing, credit and ad- 
vertising ;: give full particulars in first 
letter; address, “S, 6044," care of JC-K 

SALESMAN, New York City and St 
calling on jewelers, department 
stores and resident buyers: well 
known advertised line scarab jew- 
elry, dise jewelry and identification 
bracelets; must have following ; 
ADMARK, 714 Sansom St., Phila. 
6, Penna. 





SALESMEN with established territory 
for the Midwest; to carry a popular 
priced gold ring line and diamond 
line; commission and drawing: 
state yy ae and ref- 
erences; SCH TZ EWELRY 
CO., INC., 850 Elk St., etfale 10, 
New York. 








SILVERWARE SALESMEN : exceptional 
opportunity for aggressive salesmen 
with following in department stores 
catalog and discount operations, to sell 
promotional line of silver plated hollow- 
ware for established manufacturer: 
he He Coast, South and Midwest terri. 
ories open; address, “TI... 6035.” e 
? cr ess, “L, 6035,” care 


WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country. 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions: high pay: 
state age, experience. People’s Watch 
oo Company 245 23rd St., Toledo, 

oO. 
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SALESMEN for Southwest and Far West; 
diversified line of popular priced ster- 
ling silver hollowware; available for 
experienced men carrying a companion 
line; our line is well known to jewelers, 
department stores and discount houses 
and we have many established cus- 
tomers; we are seeking men who cover 
territory intensively ; address, “C, 6001,” 
care of JC-K. 





IF YOU ARE AN EXECUTIVE, with 
thorough knowledge of the watch 
and jewelry trade and can qualify 
for the position of ADMINISTRA- 
TIVE MANAGER to handle the 
operation of an important organ- 
ization in New York dealing with 


distribution of quality watches we 
would be happy to hear from you; 
address, “W, 6052,” care of JC-K. 





SALESMAN for New York State and 
New England; one of the leading 
lines of gold, gold filled and sterling 

jewelry for retail jewelers; we re- 

quire the best salesman with estab- 
lished following; we have an estab- 
lished following; pay high commis- 
sion and drawing; one other non- 
conflicting line of rings or charms 
necessary; address, “A, 5971,” care 


of JC-K. 





WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country: employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility; positions open in the 
East, South, Midwest and Southwest: 
address “Circular Box 356,” 360 N. 
Michigan Ave., Chicago, Illinois. 


a — 


2 SALESMEN, with cars, to sell retail 
jewelers in (1) Ohio and Southern 
Indiana and (2) Eastern Tenn., N. 
& S. Carolina, Virginia & Georgia: 
full line, including diamonds, sil- 
verware, watches and clocks; com- 
mission; drawing account; write 
giving experience and background: 
all replies held confidential; ad- 
dress, THE PRESIDENT, A. C. 
BECKEN CO., P. O. Box 1, Chicago 
90, Illinois. 





MANAGER for Shopping Center store 
in the Middlewest; we want a capa- 
ble diamond and watch salesman 
who also understands sterling silver 
and kindred gift lines; executive 
ability to merchandise and under- 
stand credits and collections; excel- 
lent starting salary with other bene- 
fits that makes this an outstanding 
position; write or wire MR. G. I. 
FELSTEIN, c/o HILLMAN JEWEL - 
ERS, INC., 612 Wabash Ave., Terre 
Haute, Ind. 





CREDIT JEWELRY STORE MANA- 
GERS; here is opportunity of a 
lifetime for 6 men who can assume 
responsibility and show results; we 
operate a chain of 65 stores from 
N. Carolina to Florida with open- 
ings in many cities, including At- 
lanta, Ga.; we have company life in- 
surance, paid vacation and profit 
sharing plan; write, H. K. FRIED- 
MAN’S JEWELERS, P. O. Box 135, 
Savannah, Ga., stating age, experi- 
ence last 10 years, salary now mak- 
ing and expected starting salary; en- 
close recent snapshot. 





DIAMOND RING SALESMEN; nation- 
ally known diamond ring mfr. seeks 
2 aggressive, hardhitting promotion- 
ally minded experienced salesmen, 
capable of earning $20,000 a year, 
minimum; if you are a self-starter 
with a proven sales record and have 
a following among well rated retail 
jewelers, we want to hear from you; 
territories available have been 
covered for years and we have an 
excellent following; substantial draw 
against commission to the right 
men; write full resume in first let- 
ter; all correspondence will be re- 
ceived in strictest confidence; W. F. 
SEBEL CO., 315 W. Sth St., Los 
Angeles 13, Calif. 


For Sale 


Steres, Stecks and Businesece 





JEWELRY STORE; Miami, Fla.; 100% 
location; 5 years; address, “P, 5064,” 
eare of JC-K. 





JEWELRY STORE in Long Island; 100% 
location : doing excellent business: clean 
inventory; approximately $40,000 in 
gold & diamonds: owner wishes to re- 
tire: address, “J, 6041,” care of JC-K. 


SMALL JEWELRY STORE: good loca- 
tion, established 9 years; big following: 
$8500: rent. $75.00: address, TAMMEN, 
11811 Rosecrans Blvd., Norwalk, Calif. 











SMALL JEWELRY STORE; ideal for 
watchmaker & wife: town of 12,000; 
with stock, good lease, for only $5,000; 
TIME-HALL, Simsbury, Conn. 





FOR SALE OR LEASE: a completely 
equipped modern jewelry store; new 
fixtures, carpeting, etc.: located in 
downtown South Bend, Indiana; con- 
tact, SORG’S INC., Elkhart, Indiana. 








JEWELRY STORE, established 40 years; 
excellent watch repair; must sell be- 
cause of illness: low priced for inter- 
ested party; address, “L, 6049,” care 
of JC-K. 





ESTABLISHED JEWELRY STORE, 
Montana: population 60,000; cash and 
credit: clean new inventory; active 
store: stock & fixtures $14,000; no blue 
sky; address, “C, 5999,” care of JC-K. 











A REAL GIVEAWAY: jewelry store and 
pawn shop with loan license in down 
town Miami, Florida; in business 18 
years: must leave on account of ill- 
ness: address, “S, 6006,” care of JC-K. 








JEWELRY STORE: 21 years same ad- 
dress: cash business, downtown loca- 
tion: reasonable rental, long lease; 
owner retiring: good money-maker; 
$3500 for all equipment, stock optional ; 
address, “H, 6024,” care of JC-K. 





MICHIGAN: down town jewelry store; 
90.000 population; reasonable’ rent; 
stock reduced to less than $13,000; out- 
standing opportunity for watchmaker 
and wife: address, “H, 6036,” care of 
JC-K, 





TWO CREDIT jewelry stores, established : 
Los Angeles area; good locations and 
leases: promotional volume operation ; 
new fixtures: with or without accounts 
receivable or inventory; address, “M, 
6037.” care of JC-K. 





ESTABLISHED credit jewelry’ store, 
Southern California town 50,000 popu- 
lation: 100% location; 1959 gross $40,- 
000: inventory $20,000 (can be reduced) 
$15,000 accounts receivable, collection 
guaranteed; address, “G, 6017,” care 
of JC-K. 





REASONABLY PRICED JEWELRY 
STORE established 36 years in heart 
of business section of lovely community 
in thriving Southern New Jersey; out- 
standing reputation; ideal for watch 
and jewelry repair man; franchised 
lines: low rent: can be taken over for 
the profitable Christmas season; owner 
wishes to retire: address, PITMAN 
JEWELRY SHOP, S. ROTHBAUM, 
PROP., 24 S. Broadway, Pitman, N. J. 
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For Sale 


Tools, Equipment 








ODDS AND ENDS in sterling patterns; 
WANTED; 8 Lady Mary As 
new or used; we also buy: 

MEYERS, 667 S. 4th St., Louisville 
Kentucky. 


MOSL ER SAFE, “an rating: 68 inches 
square, perfect condition; used 6 years; 
list price $1,275; sacrifice because of 
space $375; LEE’S JEWELERS, Ashe- 
ville, N. C. 


Business Opportunities 








CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
eash prices paid for nee and all 
other jewelry stocks. Call collect DEar- 
born 2-3407: reference, your bank. 





AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an advertiser ; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 


— ee 





SAMUEL GANSBURG. INC will 
your surplus or entire stock and 
tures; highest prices paid: bank 
trade references. Write 15 Maiden 
Lane, New York, Telephone REctor 2- 
6565. 

WILSON SAL EB S Sy STEM - 106 Thornton 
St., Albany, N. Y.; promotional liquida- 
tion estate sale: specialists since 1919; 
over 2000 jewelers have used our ser- 
vices: buy stores for cash; write, wire 
or telephone, Albany, aObart 5-1103. 


BRILL AND -COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 214. 


DO YOU NEED CASH? Do you want 
to sell your stock & fixtures for cash” 
Do you want a dignified auction sale, 
or flat sale? 30 years’ experience; wire, 
write or telephone, HERMAN BOR- 
RESS, 1500 Popham Ave., Bronx, N. Y 
TELEPHONE, TRemont 8-95.46 


JEWELERS SALES SERV ICE; a pro- 
fessional sales organization to 
serve you; AUCTION-ACTION; re- 
tail or liquidation; 25 years sale 
experience; your reputation pro- 
tected; immediate cash for store, 
stocks, fixtures; PHONE, WIRE. 
WRITE; 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 


DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO. 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates: for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 


DO YOU NEED HELP? If you are in- 
ventory heavy, bills to meet, low in 
cash, I can help you get straightened 
out; will advance up to $10,000 at no 
interest to curtail immediate invoices: 
supply all types of nationally adver- 
tised merchandise at prices that will 
amaze you—on memorandum: only in- 
terested in a jeweler that has been in 
business at least 10 years, with a rep- 
utable background; I stay with you as 
my work is personal and confidential : 
no one can do for you what I will: I 
can furnish the highest type reference : 
address, “C, 5988,” care of JC-K. 
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DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale: we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100¢ on the 
dollar for your inventory, accounts, 
or fixtures; WRITE... WIRE... 
CALL COLLECT ... We will com 
to see you in your store at our 
expense; you are under no obli 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N.Y. 
N.Y. Tel. PLaza 7-4693. 


MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits ; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 1835 Stevens Forest Drive. 
Suite 104, Dallas, Texas. Phone 
WH 11-5737. 





Wanted to Purchase 





ARE ‘You PL ANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying an‘! 
liquidating jewelry stores and stocks, 
write for our free booklet, “Dollars 
and Sense Facts About Selling a 
Jewelry Store.” (See our page ~ 
advertisement) GORDON BROTH- 
ERS, 38 Bromfield St., Boston. 
Mass., Hancock 6-3233. 

SMALL SIZE engraving machine: state 
kind, type: BRODKEY’S, 326 Chapar- 

_ ral St., Corpus Christi, Texas. 

PAWNSHOP OR ESTABLISHED JEW- 
ELRY STORE doing over $60,000 husi- 
ness vearly: state particulars: confiden- 
tial: address, “B, 6016,” care of JC-K. 

CASH FOR ESTABLISHED jewelry store 
in Michigan town, population 5009 to 
20,000: send full particulars to ©. L 
CHASE, OPTOMETRIST, 318 £4Bear- 
inger Bidg., Saginaw, Michigan. | 

OLD GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, etc.: 
for full particulars, write, WILMOT’S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 

PLATINUM SCRAP WANTED: $3.00 
per dwt 18K gold, $1.22 per dwt.; 
14K, 95¢: 10K 68¢: silver 65¢ per oz.: 
bonus prices for gold filled: ship as is, 
we'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans $t., Chi- 
cago 10, Ill. SEE cane Saha te 

SE LL "EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval: ref. Dun & Bradstreet and Na- 
tional Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
ne ssee. 

CASH in; send us - your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K., 
108 Beale Ave., Memphis, Tenn. 











NEED CASH? RE AD THIS. Reason why 
{ pay up to 5% more than others 
for diamonds, ~ watches or anything 
around store—I have a retail store and 
manufacturing shop; will give much 
more than scrap gold price for old 
mountings, etc.: will send air mail let- 
ter same day the amount of your check ; 
if not satisfactory will return insured, 
prepaid; get my offer first; transac- 
tions confidentia!: references: JEWEL- 
ERS BOARD OF TRADE or your 
bank; BROMLEY, Dept. 11, 35 Fifth 
St. N. (BROMLEY BLDG.), St. Peters- 
burg, Florida. 


Watch Work, etc., for 
the Trade 


FINE WATCH REPAIR sae looking for 
one good account: A. J. CERIL AL, I, 6 
Mansion St., Poughkeepsie, N 








expert and guaranteed 
Watchmaster 


be STON, MASS. 
watch repairing 
prompt service; prices on request: 
orders invited: DAVID MIGDAL & CO., 
109- ‘B Summer st.. Tel. HU 2-9547. 


F INE watch repairing for the trade: all 
work guaranteed tor one year: 3 to 5 
days’ service: Watchmaker tested; rea- 
sonable prices. A . Shierer, Watch- 
_ maker, | 101 S. Marion St., Oak Park, I] 


35 YEARS OF DEPENDABLE wateh 
repair; fastest coast-to-coast service; 
reasonable prices; send trial order; 
COOPER’S WATCH REPAIR CO.. 
48 W. 48 St., New York 36, N. Y. 


Rie 3 [ABLE TRADE watch repairing: ex- 
cellent service electronically timed: 
cases polished: work guaranteed rea- 
sonable prices: all watches insured: J 
CAPARQ, 1018S Belvoir Road, Norris- 
town, Pa. 


TRADE SHOP 


» days ser- 


MID-WEST’S FINEST 
watch repairs to the trade; 
vice; low prices: one full year guaran- 
tee; STUDIO WATCH REPAIR SER- 
VICE, 20 E. Delaware Place, Chicago 
11, Ill. 

CYLINDER WATCHES and complex re- 
pairs specialty yerman watchmaker 
who takes pride doing quality work ; 
ultrasonic cleaning, electronic testing: 
full guarantee: WERNER ECKSTEIN, 
16 Cc olonial Rd., Woburn, Mass. 


P PREC ISION Ww ATCH REPAIRING for 
the trade; watchmaker tested; ca: 
polished; reasonable prices; special 
handling, insured mail service; J. 
W. JOHNSTON, 112 N. Queen St.. 


Lancaster, Pa. 





Special Order Work and 
Repairs for the Trade 








JEWELRY repairing new mountings 
furnished: diamond setting: HAROLD 
JACOBSON, 2% E. Madison St., Chi- 
cago 2, Ill. 





ENCRUSTERS : stone and gold seal e 
gravers: drilling precious, semi-pre- 
cious stones: HARRY BRAUNFELD, 
encrusting over a quarter century, 7! 
Nassau St., New York 38, N. Y. 





HIGH GRADE — NORMAL 
SPRING VIBRATING; since 1921: 
service available to jobbers: mail 
orders promptly handled; EMMA 
GIRARDIN, 96 Rumson Rd., Little 
Silver, N. J. SHadyside 7-1283. 


To Let 


SOUTH CALIF. JEWELRY STORE: 40 
miles from Los Angeles, growing city 
with International Airport: prime loca- 
tion: established over 20 years as 
jewelry store: available Jan. 1, 1961: 
tenant retiring: low minimum rental: 
approx. 16 x 100: volume 1959, $64,000: 
1960 exceeds 1959 so far: address, “G, 
6013," care of JC-K 
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FASTER-PAYING CHARGE ACCOUNTS 


The arts of advertising, display and across-the- 
counter selling don’t add up to much unless you 
get paid for what you sell. 

Until you receive the customer’s money, you 
haven’t really made a sale. Indeed, you may be 
worse off than before because your money is out 
on loan to the customer, costfully tied up in mer- 
chandise for which the customer has not yet paid. 

Installment jewelers have exchanged ideas 
aplenty about collections — but so-called cash 
jewelers have found few new ways to speed up 
customer payments. They have stood on the side- 
lines with little to discuss except how to re-word 
their dunning letters. 

Now, however, cash jewelers may have an effec- 
tive medicine, perhaps even a wonder drug, for 
slow-pay charge accounts. Based on an innova- 
tion developed by department stores, a promising 
plan to spur collections has been tried out recently 
by several well-managed cash stores. We know 
of three which are using the idea. 

The plan is so new that it cannot be evaluated 
fully for several more months. But here, in a few 
words, is how it works. 

A service charge—1 per cent of unpaid balance 
—is added to past-due accounts. Let’s illustrate 
how this is done with an example of a typical 
charge-account purchase and how the store acts 
to overcome slow payment: 

Aug. 15—Customer buys a diamond ring for 
$150; pays $50 in cash; charges the rest. 

Sept. 1—Store bills customer for the balance, 
$100; customer ignores the bill. 

Oct. 1—Store sends statement marked “account 
rendered.” In addition, a white sticker is attached 
to the statement. It reads: 

“We appreciate having you as one of our valued 
Charge Account customers, and as you know, our 
Charge Accounts are arranged for the conveni- 


ence of paying each month for purchases made 
the previous month. 

“Unfortunately, our records indicate that your 
account has exceeded this arrangement and is, 
therefore, overdue. Under such circumstances, we 
are notifying our customers that a service charge 
of 1% will be added to the unpaid balance of their 
accounts unless paid before the next billing. 

“We hope you will understand our position in 
calling this policy to your attention.” 

Nov. 1—If the customer has ignored the warn- 
ing contained in the Oct. 1 statement, the store 
now sends a third statement. To this is affixed an 
orange-yellow sticker, which says: 

“NOTICE 

“As we have not received payment, your ac- 
count is now overdue; therefore, as previously no- 
tified with your last statement, a service charge 
has been added to your account.” 

(A similar charge—1 per cent of amount due— 
is added, with each subsequent monthly state- 
ment. ) 

Early experience with the plan indicates that 
it does speed payments. Within the past year, 
department stores have been adding service 
charges to past-due accounts. Consequently, most 
charge-account customers have come to accept the 
idea of a service charge without surprise or resent- 
ment ... and they tend to pay those bills first 
which, if ignored, would result in a service charge. 

Future issues of JC-K will tell more about jew- 
elers’ charge-account service charges, with full 
details of how such plans are put into effect, how 
customers react, and the degree by which pay- 
ments are speeded. But such information must 
wait until those jewelers who are pioneering the 
plan have enough experience with it behind them. 

Meantime, perhaps many other cash jewelers 
should start thinking about setting up such a pay- 
ment-coaxing system themselves. 
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-—— Fine china and 
Fostoria handblown crystal 
make beautiful music together 


Fostoria’s distinctive patterns are designed to 
coordinate with the loveliest china. Display them together. 
Advertise them together. Sell them together. 
Fostoria Glass Company, Moundsville, West Virginia 


Fine crystal with fashion flair... fyostoria |g 
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+ Beautifully crafted of ’ OM | Il \I ) be 
finest - quality stainless .) iy | | iL ) SS service for 4,only $24.95, 


Steel ¢ Two stunning new a Te service for8. $59.95. 
patterns.. “Celebrity” and “Driftwood” ¢ Your Comnfunity representative or | 
e Smartly packaged i in wood buffet tray. distributor has complete details now! — 


OMMUNITY 
LE NEW © 
READ THE WHO GES 167 TO 170 


is Oneida 4 Silversmiths ee 


Heirloom* Sterling Community’ Siiverpiate 1881 QRogers~* Silverplate Tudor* Plate Oneida Community Oneidacraft* Stainless Oneida* Dinnerware * Trademarks of Oneida Ltd, Oneida, NY 





° Attractive prices...16-pe. 


Tae 











_— —— —— 
i 











